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Query from NAB conventioneer: 
When an association president 
who has sat on the bench is ad- 
dressed by his members as “your 
honor,” isn’t it reasonable to be- 
lieve that he has the situation well 
under control? 

Automobile advertisers, reports 
the world’s greatest advertising 
journal, are now addressing their 
sales messages specifically to 
women. The hand that rocks the 
cradle naturally controls the rocks. 

vvwy 

A disillusioned space salesman, 
noting that a new mag has sold 
55 pages in advance of publica- 
tion, wants to know whether the 
business was written on non-can- 
cellable contracts. 

Gladys the beautiful receptionist 
says she sees the Federal Reserve 
Board is going to publish a bulle- 
tin on consumers’ liquid and non- 
liquid assets, and she didn’t know 
the government checked up on 
how much people drank. 

“Who the hell wants to know 
how many people read maga- 
zines?” demands Dr. Wallace H. 
Wulfeck, who seems mighty in- 
dignant about the whole thing. 

It’s one way of giving Al Cole 
a market survey for Reader’s Di- 
gest. 

Since the use of “hell” on the 
printed page has been a contro- 
versial subject, please note that 
the SEP encouraged President 
Williams, of the Northwestern, to 
say out loud, “The railroads are in 
a hell of a fix.” 


The Old Professor has just got 
around to seeing the movie ver- 
sion of “Cass Timberlane,” and 
he’s sure Sinclair Lewis must 
think it belongs in the Department 
of Understatement. 
= 
Fairchild says that when there’s 
a rainstorm in southern California, 
it’s business news. 
And when there isn’t rain in 
southern California, it’s daylight 
saving. 


“Reduced margins vex depart- 
ment store controllers,” says a 
story in AA, which might have 
added that they are not the only 
people biting their nails for that 
reason. 
Science Illustrated says it is re- 
porting “what people are doing 
for people in the world of sci- 
ence.” That’s a lot less nerve- 
racking than telling about what 
people are doing to people. 
Jim Conzelman, coach of the 
world’s champion Chicago Cards 
professional football team, admits 
that he works for D’Arcy during 
the off season. So that’s where 
he learned how to beat the Bears. 
Nathan W. Lurie, supermarket 
‘xecutive, says costs are high but 
noney is cheap. 
Only catch is how cheap it will 
e when the banker comes around 
collect. 


Maybe Red Skelton will be able 
‘Oo use some of his Raleigh sound 
tffects to show how nicely the 
ith water swishes with Camay. 


Copy CuB. | You Ought to Know. . 


Joint Committee 
Mulls Work Unit 
fo Implement Plan 


Creative Program, 
Testing Finished, 
Installation to Begin 
New YorK—The Joint Commit- 


tee for the Public Understanding 
of the Economic System last week 


/Club here while 


would actually put the plan into 
| operation? 

| Don Belding, chairman, Foote, 
Cone & Belding, told AA that the 


Association of Advertising Agen- 
cies and the Association of Na- 
tional Advertisers is now engaged 
in selecting a permanent organi- 
zation to “take over activation 
work of the joint economic system 
campaign.” 

Mr. Belding, who has been a 
mainspring of the economic 
understanding drive, said that the 
plant program had been tested 
and proved, that improved labor 


turers using it, and that its effi- 
cacity in combating 
was also proved. 


seminars—the sessions in which 
the people from industry who will 
put the program into force are 
indoctrinated — have also been 
tested and proved. What remains 
is to “find a home” for the forth- 
coming activity, he said. The pro- 
gram will require crews to take 
the program to 90-100 industrial 
committees and_ supervise its 
functioning. 


Not Committee’s Job 


This, in Mr. Belding’s view, is 
not the function of the Joint Com- 
mittee, which did the creative 
work and tested its operation. | 
What group would take over the! 
job was not indicated, although | 
Mr. Belding thought that “by next 
week” the decision will be made. 

An earlier report that the job 
of implementation’ would be done 

(Continued on Page 70) 
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was closeted in the Union League | 
it pondered a) 
|problem: What kind of a group) 


34 Network Gold Mines 
Now Open to Audiences 


Joint Committee of the American |‘ 


relations did result for manufac-| 


infiltration | 


|trip to Bermuda and $1,000 are 


10 CBS Giveaways 
Now Top ABC's 9; 
NBC Has 8, MBS 7 


By MAURINE BROOKS 
New YorK — Radio’s giveaway 


craze—spurred by the success ra 


Ralph Edwards’ telephone con- 
tests and ABC’s $2,000,000 “Stop 
The Music” package—is flowering 
anew. 

No one has yet suggested giving | 
away an atom bomb or Radio City, 
but studio and home audiences can | 
win everything from a feather) 
duster to enough loot to keep a 
modest family for years on 34 
regular quiz and giveaway broad- 
casts on the four major networks. 

In addition there are the special 
contests—‘‘New Duz does every- 
thing because”... “I believe so- 
and-so would make the best Re- 
publican candidate for president” 
.. “I like Big Yank for eating | 
right.” . . “I want to help fight| 
juvenile delinquency.” Baby ele- 
phants, airplanes, Tucker °*48s, a 


some of the enticements in these 
mail-in competitions. 


Nobody Knows How Much 


Premium offers for wrappers, 
flaps and box tops abound. These, 
plus a nominal fee, will get such 
trinkets and practical items as a 
Lana Turner ball-point pocket 
perfume dispenser, cake and pie 
knives, cook books, gladioli bulbs 


IN MAGAZINES—These three 24-sheet 
outdoor posters have appeared on 
7,750 boards. Now Kaiser-Frazer 
running them together in full-color pages 
in Collier's, The New Yorker, News- 
week, and The Saturday Evening Post, 
through Morris F. Swaney, Inc. 


Walter Winchell 
Quits Jergens, 
Signs with ABC 


New York — Walter Winchell, 
who is leaving the Andrew Jerg- 
ens Company after an association 
of 16 years, has signed with ABC 
for a guarantee of $10,000 weekly 
for 52 weeks a year. 

Sponsor interest in the fiery 
commentator, who appears regu- 
larly in Hooper’s top 10, is con- 
siderable, but a new advertiser 
has not yet been named to back 
the Sunday night news session. In 
the event that ABC sells the show 
at more than the guaranteed rate, 
the difference goes to Mr. Win- 


is | 


He also said that the campaign’s | 


and Wishbone earrings. 

How many thousands of dollars 
worth of merchandise and cash is 
carted out of the nation’s radio 
|stations every day is anybody’s 
|guess, but undoubtedly it is a 
| staggering sum. 
| A few weeks ago on Toni’s 
“Give and Take” on CBS, a 
soldier received more than $5,000 
in furniture, household furnish- 
ings and jewelry for correctly 


chell, who reportedly made $390,- | 
000 annually as spokesman for the| 
“Jergens Journal.” Time for Jer- 
gens was bought through Robert! 
W. Orr & Associates. 

Mr. Winchell has worked on all} 
major networks except Mutual | 
and has been broadcasting since 
1929. His contract with Jergens 
ends Dec. 31. 

In Cincinnati, Joseph B. Nelson, | 
executive vice-president of the) 


Congress Unmoved 
by FIC Defense 
in Cement Case 


Senate Subcommittee 
| Seeks 'Yardstick’ 

| 

| 


for Price Problems 


WASHINGTON — Four Federal 
Trade Commissioners and a top 
commission attorney insisted be- 
| fore a Senate interstate commerce 
| subcommittee Wednesday that de- 
| livered prices are still within the 
| law—except when they are part 
of a price-fixing conspiracy, or 
when they involve “unjust dis- 
crimination.” 

With Commissioner Lowell 
Mason conspicuously absent, com- 
mission witnesses told Senate in- 
vestigators that recent decisions 
in the Cement Institute and other 
cases hinge largely on the element 
of conspiracy, and are little more 
than a reaffirmation of anti-trust 
principles long established by the 
| courts. 
| Still skeptical, however, sub- 
| committee members determined to 
hear Commissioner Mason before 
abandoning their suspicion that 
broad court language in several 
recent cases has opened many pos- 
sibilities for anti-trust prosecu- 
tion and damage actions against 
even the best intentioned manu- 
facturers using delivered prices. 


Investigation Ahead 


When he appears, Commissioner 
Mason is expected to explain his 
belief that the individual univer- 
sal delivered-price system is out. 

Eventually, because of the dis- 
agreement, the subcommittee is 
likely to recommend a full-blast 
investigation, with a_ possibility 
of legislative suggestions some 
time early next year. 

Commission efforts to assure 


Congress that there is little really 


new law in the recent cases went 
astray Wednesday after witnesses 
conceded that the commissioners 


| its newly-appointed agency, McCann-Erickson, New York, is launch- 
| ing a campaign using the theme “Pour yourself the first truly great 


| 30 stations, 300 outdoor posters, 250 painted bulletins and car cards too 


(Continued on Page 70) 
themselves knew of no formula to 


_protect well-meaning business 
men from charges that their prices 
are discriminatory. 

In addition to Chairman Robert 


| 


(Continued on Page 49) 
Last Minute News Flashes 
New York — Thomas J. Lipton, Inc., and Seeman Brothers, their | 
executives’ minds running in the same channel, are each offering = 
Gutman Gives Up, 
man is offering 12, for a quarter and box tops from White Rose tea | 
or tea balls, in ads to run all summer in newspapers in at least 15 
rea Hammerin’ Cycle 
will offer half a dozen spoons and coasters in ads beginning in the) y 
June 20 This Week Magazine and continuing through July in 63 Sun- New York—Last week Sid J. 
Scouts” show and announcements on 200 stations, through Young & | advertising agency—with reason. 
Rubicam. He was tired of getting letters ad- 
|ing Service” instead of Columnist 
WesLaco, Tex.—The Texsun Citrus Exchange will launch the big-| Advertising Service. 
The kick-off is set for June 20 in This Week Magazine, plus Life July |fall of 1947, its basic pitch was 
9 and Aug. 13, and black-and-white ads in 16 newspapers in addi-j| advertising signed by individuals, 
Geissinger & Co. fashion columns. 
| Last week, as Columnist Adver- 
AuBany, N. Y.—Beverwyck Breweries, in its first promotion through | & Co., the agency head noted, “At 
| first it was a joke,” but when cli- 
glass of beer in 8 years,” in 60 newspapers, spot announcements on | count executives Vishinsky, it was 
throughout New England and New York state, with the exception | phone, it’s especially tough. Even 
of New York City. spelling out the word didn’t help 


2 Tea Companies Offering Spoons as Premiums | 
iced tea spoons at the bargain rate of 25 cents and a box top. See- 
se 
Drops ‘Column’ in 
markets, via J. D. Tarcher & Co., here. Lipton, for its tea packages, 
day comic sections. Lipton also will use its “Arthur Godfrey’s Talent | Gutman put a new name on his 
° > ‘dressed to “Communist Advertis- 
Texsun Breaks Summer Fruit Juice Drive 
gest summer juice campaign in the company’s history this month.| When the agency started in the 
tion to magazine sections of three papers. The agency is W. B.|using large space but resembling 
Beverwyck Breweries Starts Eastern Campaign \tising became plain S. J. Gutman 
| ents began to call one of his ac- 
much. Further, “over the 
(Additional News Flashes on Page 71) much.” 
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Freer, Commissioners Ewin Davis,|prices may involve “discrimina- | a firm remains free to have its, drive against existing pricing pol- 


William Ayres and Garland Fer- | 


guson, and FTC’s price expert, | 
William Woodin, assured the com- 
mittee that they are not concerned | 
with delivered prices, except. 
where elements of conspiracy are 
involved. 


Customer Impact Is Only Rule 


Under sharp questioning, Chair- 
man Freer admitted that the com- 
mission itself could not anticipate 
whether a particular firm’s de- 
livered prices are safe from at- 
tack by its customers. 

Shying away from the sugges- 
tion that FTC attempt to advise 
business on its pricing problems, 
he contended that the validity of 
an individual price can be tested 
only by its impact on customers. 

Subcommittee members, hoping 
for some “rule” which will take 
the risk out of pricing, are looking 
into at least two important haz- 
ards which they see in the law 
as it now stands: 

1. The danger that delivered 


tion” against some customers. 
2. Likelihood the 


| identical delivered prices predomi- | 
nate, even if the arrangement 
“just grew,” without evidence of) 
conspiracy. 


Guilty Without Evidence 


The probability of proceeding 
against any industry where 
matched delivered prices exist was 
broadened in the recent rigid steel 
conduit case decided by the 
seventh circuit court. 

In that case, the court claimed 
that individual firms arriving at 
matched prices could be con- 
sidered guilty of conspiracy, even 
though no evidence of actual con- 
spiracy was produced. 

In his appearance, Chairman 
Freer emphasized that FTC would 
not proceed against an industry 
commonly using delivered prices 
where there was no systematic 
effort to match prices. He in- 
sisted that in individual instances 


FTC will | | 


salesman meet the lower price of 
a competitor. 

His prepared statement denied 
that the cement case has “the 
radical and revolutionary effect 
attributed to it in certain quar- 
ters.” He insisted “it is unwar- 
ranted to assume that it outlaws 
all delivered prices, or requires 
only f.o.b. mill prices.” 


Conduct Not Outlawed 


“There is nothing in the com- 
mission’s order in the cement 
case,’ Chairman Freer said, 
“which prohibits conduct on the 
part of any seller of cement, 
which is not part of a combina- 
tion or understanding to eliminate 
competition or which is not prac- 
ticed systematically by the indus- 
try for the purpose, or with the 
effect, of eliminating competition 
in price between sellers.” 

Chairman Freer and Sen. Brien 
McMahon (D., Conn.) tangled 
sharply with Sen. Albert Hawkes 
(R., N. J.) who feared that the 


He said he’d do it if he overlooked how The 
Des Moines Sunday Register covers lowa! 


Overlook Des Moines, and you overlook Iowa. 


Because The Des Moines Sunday Register is the 
only newspaper reaching all 99 Iowa counties. It 
has more than 50% coverage in 81 of them—at 


least 27% in all of them. 


Circulation is 500,000 ... only nine other cities 


have newspapers that big. 


And among these half-million readers of The 
Des Moines Sunday Register are 70% of all the 
buyers in lowa—all yours in a single package for a 


milline rate of $1.63! 


RANKING 


THE DES MOINES 
REGISTER » anp TRIBUNE 


PACKAGES A STATEWIDE URBAN MARKET 


AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


icies in basic industries would re- 
sult in higher prices for many con- 
sumers. 

“That’s the old business of pay- 
ing lip service to the anti-trust 
laws, and challenging the result,” 
Senator McMahon _ charged. 
Hawkes shot back: “No law was 
ever made which could not be 
changed if the economic welfare 
of the people requires it.” 

Chairman Freer complained that 
any effort to nullify the cement 
case would be “a direct contra- 
diction of the fundamental prin- 
ciples of the anti-trust laws.” 


‘Regulation Undesirable’ 


Continuing, he warned, “if we 
are to legalize combinations in 
restraint of trade or systematic 
price discriminations for the pur- 
pose of eliminating competition, 
the government must be accorded 
a voice in the regulation of such 
combinations and collusive agree- 
ments to protect the public inter- 
est.” 

“Frankly my 30 years of expe- 
rience in legal matters involving 
the government and business have 
convinced me that it is undesir- 
able to substitute for our present 
anti-monopoly laws, under which 
government’s duty is only to keep 
competition free and fair, a sys- 
tem of regulation of business, 
under which it becomes the gov- 
ernment’s duty to see that indus- 
trial prices and practices are kept 
‘reasonable’ in the public inter- 
est.” 

He admitted that the cement 
decision may result in some con- 
fusion. 

“Really honest competition in 
any industry which has been sub- 
ject to monopoly control over any 
extended period of time may ac- 
tually force some producers out of 
business by removing the umbrella 
of monopoly control from the 
heads of high-cost, obsolete or 
badly-located plants,” he ex- 
plained. 


MARQUETTE CEMENT 
ASKS NEW HEARING 


WASHINGTON — Marquette Ce- 
ment Mfg. Company, one of those 
whose pricing policies resulted in 
the controversial FTC and Su- 
preme Court “cement case” de- 
cision, last week petitioned the 
Supreme Court for reconsideration 
and a rehearing of the case. 

Almost 40 pages of the 71-page 
petition are devoted to the argu- 
ment that the Supreme Court 
opinion is “directly contrary to the 
clear intent and purpose of the 
(Trade Commission) Act.” 

The document also levels the 
charge that the court failed to 
give sufficient consideration to 
Marquette’s contention that the 
FTC exceeded its authority in 
both prosecuting and judging the 
case where a violation of the 
Sherman Anti-Trust Act is 
charged. 


Unless the court alters its opin-} 


ion, the petition declares, others 
accused of a combination in re- 
straint of trade “may be found 
guilty under findings of fact made 
and tried by his accuser without 
the requirement of overcoming 
any presumption of innocence by 
a preponderance of evidence.” 


Charges FTC ‘Amendments’ 


Further, the document declares, 
the commission would be per- 
mitted to “issue complaints which 
may charge any violation of any 
of the several anti-trust acts.” 
This freedom, it asserts, could be 
extended to labor disputes by ju- 
dicial legislation but without act 
of Congress. 

The petition also charges that | 
the FTC “plainly set out . to 
amend the Clayton Anti-Trust ‘Act | 
in two particulars,” that of de-! 


fining “true price,” and of pro-| 
hibiting combinations to discrimi- | 


nate in “mill nets.” 
“True price,” 


Marquette con- 


Advertising Age, June 7, 


tends, will now be defined as 
commission ruled: “In order ,, 
derive the true price, the priq 
actually paid to the carrier f, 
transportation of cement to th 
buyer must be deducted from th 
delivered price.” And that defin; 
tion, it claims, is administratiy. 
interpretation aided by judici; 
construction. 


Asks Questions 


The company also asks the 
court to consider several question 
raised by the opinion, including 
the following: 

“Is it within the judicial powe 
(of any court) to amend a lay 
made by the Congress pursuan 
to the Constitution?” 

“Will the repeated expression 
of approval of the exercise of un- 
authorized power and duties by 
an administrative agency .. . have 
the effect of giving legality to such 
actions of an administrative 
agency?” 

The Supreme Court is expected 
to consider the petition early thi 
month. 


Campbell-Ewald Ups 
McNabb and Sidebotham 


William A. McNabb, vice-presi- 
dent and former art director of 
Campbell - Ewald Company, New 
York, has been named assistant 


J. A. Sidebotham 


W. A. McNabb 


to the president and contact ex- 
ecutive for the U. S. Tire account. 

John A. Sidebotham, manager 
of the art department, has been 
appointed art director, succeeding 
Mr. McNabb 


Tisdale, Randau Buy 
‘New Milford Times’ 


Harry A. Worely, president and 
publisher of the Times, New Mil- 
ford, Conn., weekly, has sold the 
controlling interest in the news- 
paper to Frederick S. Tisdale, who 
resigned from Business Week to 
manage the paper, and Clem J. 
Randau, formerly vice-president 
and business manager of Field 
Enterprises, Inc., Chicago. 


BASIC 
QUESTIONS 


What do you wish people 
to believe. about your 
business? 


Whom do you wish to 
hold these beliefs? 


|The answers are the 
fundamentals of profitable 
‘advertising. 


IT DOESN’T PAY 
TO ADVERTISE ... 
Unless you do it right! 


JOHN MATHER LUPTOR 
Co.. Inc. e ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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The Hearst Newspapers suggest a disinfection of the 


Parasites 


the Public’s 


FROM AN EDITORIAL BY 


Witham Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS MARCH 19, 1935 


“Approximately five thousand million dollars 
in salaries to politicians are paid out every year by 
the taxpayers of this country, and this enormous 
amount is increasing every year. 


“Over three million two hundred and fifty thou- 
sand politicians and their families and friends are 
on the public payrolls, and this number is increas- 
ing every year. 

“The main business, and apparently the only 
business, of most of these politicians is to devise 
plans to plunder the people and to keep more para- 
sites on the public payrolls. 


““Moreover, these increases in expenses, these 
increases in parasitic growths upon the body politic, 
these increases in unbearable tax burdens, will 
continue until the victim, who is the taxpayer, 
sickens and dies, or until he acquires sense enough 
and strength enough to rid himself of the political 
vermin which infest him. 


“For the good of the country, the taxpayer 
must not die. For the good of the country, he 
must teach the voters that the politicians are liv- 
ing upon them; that they are costing the country 
millions of dollars a year which should go into 
wealth-producing and labor-creating industry; that 
the politicians not only do no good but do a lot 
of actual harm.” 


POLITIC 


( 


IANS 


Le 


The New Deal ‘‘Spendocracy” was rolling along unchecked 
when the editorial at left was written. 

Today, the New Deal is gone but the malady lingers on. 

There are still more than 2,015,364 people on the bloated 
Federal payroll, and few evidences of Coolidge Economy have 
appeared in the states, cities and counties. 

The Hearst Newspapers will continue to push for separation 
of parasites from the public payroll till the last expendable 
jobholder is exterminated. 
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. . | The guild has retained C. E., guild has five shows. available to; New York, to service eastern ac-| . 

Transcription Net Hooper, Inc., to study the five its 124 stations, 85 of which are| counts. Eugene P. Pattberg is in Gulf Oil Merges 

| highest-rated local shows in 10) network affiliates—30 also ABC| charge of the office. 
Signs Hooper As major markets and uncover “news affiliates, 27 with Mutual, 15 with Co Mia. Name Cc Radio and Video 

broadcasts with unique character-| CBS and 13 with NBC. In addi-| ast Names Cole | 

. Local Show Scout | istics in handling . . . fresh ideas | tion, 39 independent stations are| [, ¢. pin Ba San Fran- | for We the Pp’ 
eal _ HoLtywoop—One way of get- in quiz and audience participation | represented by the station man-| cisco, has been named to direct 
= ting new shows for a png bay - » « local musical shows|agers who compose the guild/|the advertising of the Coast Mfg. 
tion network is to pick up local|/ with an audience building gim-| membership. | Company, Livermore, Cal., manu- 


Me shows with a high acceptance and | mick, and public interest programs facturer of glass textiles. Charles 


‘Shrewsbury, formerly with Beau- Week inaugurated simultaneous 
adapt them for broadcasting over | with popular appeal,” according to Manz Opens NY Office | ment ae Senne i joined the Tadio and television airings of 


New York — At what was re 
/peatedly described as “an histori 
event,” Gulf Oil Corporation las 


Parks, vice-president of The Manz Corporation, Chicago| agency as production manager, | “We, the People.” 
g | firm. printer, has opened an office in|succeeding John Burke, who has| The historic event took place ; 
scale. | Formed last September, the | Room 6413, Empire State building, resigned. the Maxine Elliot theater, an old 


| pocket-size legitimate theater 5 
W. 39th St. The opening was give 
premiere treatment, with a squad 
|of bored Marines, a squad of New 
York policemen who kept a longi 
line of would-be spectators in lind 
on the narrow sidewalk, and ; 
| searchlight borrowed from the 
| Army on Governor’s Island. 
Inside the theater, the audience 
—most of them in formal dress 
|had the option of watching the 
'CBS show on stage or throug 
RCA viewers, posted at strategj 
points. . The spectators alternately 
‘watched the live actors on the 
stage, their pallid images on the 
television screen, and some were 
|observed with their eyes closed— 
|apparently trying to imagine how 
it must sound on radio. 
| 


Hear Speeches 


_ Before the radio audience heard 
the show, WCBS-TV and three 
other video stations picked up the 

| scene outside the theater, and in- 
troductory speeches by Frank 

Stanton, president of CBS, Sigurd 
S. Larmon, president of Young & 
Rubicam (“This is news .. . the 
forerunner of things to come... 
Television will have great impact 
on our American way of life”), 
and W. R. Huber, manager of ad- 
vertising and sales promotion for 
Gulf (“We welcome this new ad- 
vertising medium as part of our 
regular advertising plans’’). 

Participants on the show in- 
cluded eden (“Nature Boy”) 
ahbez, who at one point rode his 
bicycle into the proceedings, and 

was introduced to Nat Cole, who a 

made his song popular. Later 7 

ahbez, a slight bearded fellow in “4 

knickers and sweatshirt, stood be- + 

side a midget automobile in front i 

|of a mockup Gulf station, looking 


(and youth is influential) 


| self-possessed, if slightly bewild- . 
ered, while the announcer stressed as 
‘the values of Gulf lubricants. 


| Others were Mrs. Spencer 
Tracy, “Evil Eye” Finkle, a man 
with an elaborate gag about a 
‘search for the perfect steak, and 
'Fred Allen, who was very funny 
/on his way into the theater. 


Chicago Industrial 
Editors Elect Ackerman 


| Paul Ackerman, director of ad- 
'vertising and editor of the “Car- 
| builder,” Pullman-Standard Car 
Mfg. Company, 
has been elected 
president of the 
Industrial Editors 
Association 0! 
Chicago. 

Other officer's 
elected are: John 
H. Fisher, Chi- 
cago Transit Au- 
thority, Ist vice- 
president; Lor 4 
K. Briggs, Com- 

Paul Ackerman monwealth Edi- 

son Company, 
2nd vice-president; Lee Sagers 


| 508,000 
442,000 Sears, Roebuck & Co., 3rd_vice- 
| president; Gerry Buhler, Hone 
| Publishing Company, 4th vice- 


|president; Mary Osborne, Quake 


Oats Company, secretary, an 


B / G G ES Ton in th e cou ntry Barbara Zeigler, Simmons Con 


| pany, treasurer. 


ARM JOURNAL, INC., a/so publishers of PATHFINDER— AMERICA'S 2ND LARGEST NEWS MAGAZINE 
GRAHAM PATTERSON, PRESIDENT 


Toronto Admen Elect 

The Advertising & Sales Club « 
Toronto has elected Evan W. Ha) 
ter, advertising manager of t' 
Goodyear Tire & Rubber Compa" 
of Canada, president. Vice-pre®! 
are R. Frank Wilson ai 
Noel R. Barbour. Reg. Cary h*: 
‘been named treasurer and 
|E. Francis, secretary. 
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Your displays can fine 


GOLDEN SPIKE’ 


if you call in 


PALMER 


FOR YOUR CREATIVE 


Lithographic Advertising 


At the recent Point of Purchase 
Advertising Institute’s symposi- 
um, George Mosley, advertising 
manager of Seagram Distillers 
Corporation, stated in his ad- 
dress: “‘The Golden Spike cam- 
paign probably is as significant, 
as elaborate, as fully ‘rounded-out’ a promotion as Seagram’s 
has ever launched on a single product?’Mr. Mosley declared 
that by “rounded-out” he meant the complete utilization of 
the combined skills and creative talents of the advertising 
department, agency and lithographer. 


GEORGE E. MOSLEY 


To qualified advertising executives — agencies 
or manufacturers other than distillers—we offer 
a complete, informative package containing a 
reprint of Mr. Mosley’s speech, The Gold Book, 
a portfolio in color outlining the entire cam- 
paign —consisting of displays, maga- 
zines, newspapers, etc.—and a com- 
plete full size lithographic sheet. 


“Golden Spike” Window and Interior Display Sets 


Created and Manufactured by Palmer Associates. 


YOU CAN BUY 10,000 exceptionally fine Win- 
dow Display sets for approximately $2.50 each. We do it 


all—the original ideas, finest art work, best 8-10 color 
lithography, top quality mounting. (Smaller quantities 
naturally at a higher unit rate.) No finer lithographic dis- 
plays are made. We take the mystery out of lithography 
and make it easy to buy. 


| Palmer Associates = 
: 51 East 42nd Street 


New York 17 N.Y. 


We are interested in your kind of service and we would 
like to receive your Seagram “Golden Spike” package. 


NAME TITLE 
COMPANY 

STREET 

CITY. ZONE STATE 


‘ 
| 
DISTILLED DRY ly 
‘ me \ 
¥, 
TRY A GOLDEN SPIKE IN 
MORE THAN 300 YBARS | 
John EN 4 

 Au- 
vice- Oy 

Edi- 

any, 
gers 
vice- 
{onie 
vice- 
lake! 

and 
Yon 

PALMER ASSOCIATES | | 

th 

a Lithographic Advertising 
esi 
has 51 East 42nd Street - New York 17,N.Y. | 
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Eleanor Kelsey, 
Olive Gately Win 
Proetz Awards 


St. Lours—Eleanor Kelsey, as- 


sistant art director of Poole Broth-| 


ers, Chicago printing firm, has 
won first prize in the fourth an- 
nual Erma Proetz Award competi- 
tion of the Women’s Advertising 
Club of St. Louis. 


| Westinghouse appliances. Miss 


| 
| 


| Olive Gately Eleanor Kelsey 


Miss Kelsey received the COv-| Gately received $100. 


eted award and $200—given for 
the most outstanding advertising 
work created by a woman during 


Honorable mention awards went 


awards committee headed by Mrs. 
Robert A. Willier, of Robert A. 
Willier & Associates, and were an- 
nounced at a joint meeting of the 
St. Louis women’s and men’s ad- 
vertising clubs Tuesday. 

Entries in the competition came 
from 18 states. The award was 
originated three years ago in 
honor of the late Erma Perham 


|Proetz, St. Louis advertising ex- 


ecutive. 


Anchor Names Cory Snow | 


Cory Snow, Inc., Boston, has 


_to the following: June Cerf, copy-|been named to direct the advertis- 


|writer, Stix, Baer & Fuller, St. 


ing of Anchor Mfg. Company, Bos- 


the year—for her promotion work || ouis department store; Mrs. Ruth | ton, maker of meter cases and cir- 


for the Canadian Steamship Lines. | natche Falchero, president, Datche cuit breaker equipment. 
|mail, dealer helps and business 


She also has just been honored by 
the Chicago Federated Advertising 
Club for her copy for Poole Broth- 
ers’ prize-winning booklet an 
brochure entry in the CFAC 
awards competition. 

Second prize by the women’s 
club went to Olive P. Gately, vice- 
president, Fuller & Smith & Ross, 
Cleveland, for a campaign for 


Advertising Company, St. Louis; 
Mrs. Alice N. Gorham, advertising 
and publicity director, United De- 
troit Theaters Corporation; Bertha 
\J. Helpern, copywriter, Stix, Baer 
'& Fuller, and Jane Trahey, assist- 
‘ant advertising director, Neiman- 
Marcus Company, Dallas depart- 
'ment store. 

Winners were seiected by an 


Direct 


papers will be used. 


Maginnis to Malone 


Maginnis Power Tool Company, 
Mansfield, O., manufacturer of Hi- 
Lectric concrete vibrator, gener- 
ator and power tools, 


has ap-| 
pointed Norman Malone & Associ- 
,ates, Akron, to handle its adver- 
' tising. 


‘Cleaning World’ 


Fights California 
‘Trade Restraint’ 


State Retaliates 
With Ad Boycott, 
Publisher Claims 


New York—Cleaning & Laun- 
dry World, New York, reports in 
a series of articles that “enter- 
prise isn’t free in California ... 
where you need a license to press 
pants”—and California cleaners 
are said to be retaliating by the 
exercise of pressure on the pub- 


| lication’s advertisers. 


One advertising agency head 
reported that “several of our ac- 
counts have received a form let- 
ter ‘threatening boycott action if 


*$0 LONG ROG -YOUR 
COLLEGE EDUCATION'S 
IN THE BAG!” 


“Is he good? He’s practically a 
Lillemo!”” Down in the circulation 
department of the Minneapolis Star 
and Tribune promising carrier-sales- 
men are still compared to 14-year- 
old Walter Kay Lillemo, Wayzata, 
Minnesota, schoolboy who handled 
a paper route before and after 
school, milked four cows twice daily, 
grew prize-winning vegetables, 
earned 4-H Club honors as cham- 
pion dairyman and bread baker, ran 
a woodworking shop in his base- 


ment, practiced the 


owned $175 in self-earned war bonds, 
carried a $1,000 policy on his life. 

Three years later, Walter Kay 
Lillemo rates continued kudos from 


accordion, 
carrier-salesman’s 


his former co-workers. This 17-year- 
old whirlwind is now breezing 
through his first year at the Univer- 
sity of Minnesota on a scholarship 
awarded him by the Minneapolis 
Star and Tribune for all-around 
excellence in scholarship, participa- 
tion in community affairs and 
demonstrated ability as a carrier- 
salesman. Walter Kay’s old paper 
route is now being handled by his 
brother, Roger Lillemo, who is 
distributing the Star and Tribune 
with the same devotion which won 
Walter Kay his free scholarship. 


Each year in May these news- 
papers award $5,000 in college 
scholarships to a selected group of 
youngsters chosen from 100 finalists 
all over the Upper Midwest. Each 
finalist, following application, has 
been carefully investigated by his 
route supervisor, who interviews the 


at least two businessmen who know 
the applicant, and at least two cus- 
tomers whom the applicant serves. 


an enlarged 


admiration 


school principal, gyeninc 


Winners are determined by a 
scholarship committee on a point 
system based on reports. This May, 
competition was extra keen 


with 
total of twenty $250 


scholarships awarded. 


Good business for the newspa- 
pers? Yes, and good public relations, 
too. And good fortune for many 
deserving boys who might otherwise 
never benefit from a college educa- 
tion, and for their parents who 
welcome an assist with college 
expenses. It all adds up to another 
reason for the warm regard and 


the Upper Midwest 


holds for its favorite newspapers, 
the Minneapolis Star and Tribune. 


Minneapolis 
Star Tribune 


MORNING & SUNDAY 


969,000 SUNDAY - 435,000 DAILY 
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, they continue to advertise’ in thj 

publication.” 

Last September, it seems, Cali. 

| fornia enacted a “law relating 
| regulation of cleaning, dyeing an 
| pressing establishments.” A stay 
| board was empowered to hold ex. 
| aminations of people who wante 
| to enter this business there. “The 
|'main content” of the law, Clean. 
ing & Laundry World points out, 
|“has to do with who shall ang 

who shall not pass” the examina. 
tions. 


Board Runs Exams 


“The law [is] ideal as a means 
of keeping the cleaning and dye. 
ing business exclusive.” The state 
board is composed of “seven mem- 
bers, appointed by the governor,” 
the publication shows. “One of 
the seven is a public member— 
that is, neutral. The six others 
are appointed from the dry clean- 
ing industry—two owners, respec- 
tively, of retail plants, wholesale 
plants, and of shops.” 

To start to press pants in the 
| Golden State—or, specifically, to 
/own or manage such a shop—it 
|appears that the applicant must 
demonstrate his knowledge of 
“fabrics, cleaning processes, spot- 
ting, health and safety laws” re- 
lating to these establishments, and 
management. A plant owner must 
know not only these things but 
production costs, sales practices 
and costs, administrative practices 
and costs, and a few other things. 

An applicant, Cleaning & Laun- 
dry World emphasizes, cannot set 
up in business until he _ has 
“proved, by examination, that he 
is conversant with the things 
which enable him to run his busi- 
ness with reasonable certainty of 
making a profit. 


Keeps It ‘Exclusive’ 


| “In other words, the law seems 
| specifically designed to keep out 
|of the cleaning and dyeing busi- 
/ness people who, not being good 
| business men, might price their 
| work too low and thus set up un- 
|favorable competition for existing 
firms.” 

The paper says: “We _ don’t 
know how many points per sub- 
| ject are scored in this examina- 
tion. And neither does the per- 
son who takes the exam!” 

It finds no proof that the board 
is juggling with the papers of in- 
'dividual applicants, but notes 
among various people a “suspicion 
that might be called strong” about 
such practices. 
| “The thing that, more than any- 
_thing else, strengthens such sus- 
| picions, is that the rules and regu- 
lations omit subject values in 
/only the one class of license—that 
for shop owner or shop manager 

. the most numerous type of 
establishment.” 


Not an Official Body 


Simon T. Krivit, business man- 
jager of Cleaning & Laundry 
World, said that the “boycott” let- 
ter came, not officially from the 
state board, but from the Asso- 
ciated Retail Dry Cleaners of 
California. It was a form letter, 
unsigned, and went to all adver- 
tisers in the April issue. 

Thus far Cleaning & Laundry 
World has had no advertising can- 
cellations from the “boycott,” Mr 
Krivit added. 

The ARDCC, he explained, 
not an official body but “just 4 
group of press shops” who “wan: 
to keep California closed.” 

The magazine has had no sub- 
scription cancellations because 
is distributed on a controlled cir- 
/culation basis, and Californian: 
| among others continue to get i 
whether or not they approve of its 
| editorial policies. 
| Incidentally, Mr. Krivit h*5 
‘found that—perhaps due to 
‘light of publicity that has been 
| shed on the proceedings—“all w 1° 
the April examinatio"s 


passed.” 
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Never Underestimate the Power Woman! 


xamina- 


a Means 
nd dye. 
‘he state 
nm mem- 
vernor,” 
‘One of 
-mber— 
Others 
y clean- 
respec- 
holesale 


in the 


igs but 
ractices 
ractices 
things. 
Laun- 
inot set 
he has 
that he 
things 
is busi- 
linty of 


seems 
ep out 
g busi- 
ig good 
e their 
up un- 
»xisting 


don’t 
ar sub- 
amina- 
le per- 


> board 
of in- 

notes 
spicion 
” about 


in any- 
h sus- 
i regu- 
ues in 
e—that 
anager 
ype of 


man- 
aundry 
tt” let- 
ym the 
Asso- 
prs of 
letter, 
adver- 


lundry 
can- 


inal Nor the Power of the Magazine Women Believe In: Ladies’ Home Journal : 
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4 w o much more effectively in Ladies’ Home j 
or influence its purchase, you can tell more women, so m 1 in Ladte: 0 URN A 
0 sub- 


use 
cir- 

rian Bought by nearly a MILLION MORE women than any other magazine 

get 1 *Monthly OR weekly, with audited circulation, 
» of its 


No other magazine is such an important part of so many womens lives. That’s why, if women buy your product, 
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Borroff Resigns 
ABC Post: Policy 
Split Is Rumored 


Cuicaco — In a terse statement 
last week, American Broadcasting 


Company announced the resigna-| — 


tion of Edwin R. Borroff, vice- 
president in charge of ABC’s cen- 
tral division. 

Although both the network and 
Mr. Borroff declined to comment 
on his resignation, it is understood 
that a disagreement on policy 
matters prompted Mr. Borroff to 
tender his resignation. 

Mr. Borroff is one of the few 
top network executives who rose 


Radio: 1948 

Revolutionary changes 
are here. ew strategy 
is vital. Send for my 7- 
month study “What's 
Going On In io ?”’, 
Price: $10.00. 


7072, Advertising 
Son cago 


100 E. Ohio St., Chi 


from the ranks without leaving| field. His post will be assumed 
the Midwest for any extended | by John H. Norton Jr., now vice- 
period. He started his radio ca- president in charge of ABC’s sta- 
reer with KYW, when that station | tion relations department in New 
was located in Chicago. | York. 

Within a short time after KYW. Otto Brandt, manager of station 
hired him, he was appointed com- relations department, will assume 
mercial and pro-|supervision of ABC stations op- 
gram manager, | erations. Ernest Lee Jahncke Jr. 
leaving in 1928) will specialize in the affiliation of 
to join Station| ABC with television stations. They 


Newsom, Bernays, 
Byoir, Sonnenberg 


Clipped by ‘ 


New Yorx—Four men who are 


manager. Robert E. Kintner, ABC’s execu-| relations business as among the 
In 1940, he|tive vice-president. tops in their trade—Carl Byoir, 


took over the 
job as sales man- 
ager of the Blue 
Network, and 
later assumed 
the post which 
he held at the 
time of his resignation. 

Mark Woods, ABC president, 
called him from New York last 
week to inform him that the net- 
work board had accepted the 
resignation, effective June 15. 


Ben Sonnenberg, Edward Bernays 
and Earl Newsom—get an un- 
gentle treatment in ’48’s June is- 
sue, in an article irreverently 
titled “The Ballyhoo Boys.” 


Shuler Buys ‘Traveler’ 

A. Jay Shuler, former editor of 
the American Traveler, has pur- 
chased the publication from Robert 
C. Morgan, president of American 
Traveler, Inc. The magazine’s new 
advertising office is located at 545 
Fifth Ave., New York. 


Batavia Body to Butler 


Kenneth B. Butler & Associates, 

Mendota, Ill., has been named to 

direct the advertising of Batavia 

Mr. Borroff told AA that he had Body Company, Batavia, Ill., pro- 

no immediate plans, but said that|qucer of custom-built refrigerated 
he intended to stay in the radio! truck bodies. 


E. R. Borroff 


eran Time and Life editor, “The 
Ballyhoo Boys” are “the self-ap- 
pointed elite of public relations— 
the few who can overturn direc- 
torates, change defunct lawyers 
into national heroes, and shine up 
discredited national institutions— 
these have manifestly thrown 
away the loud gag for the quiet 
'tip, the ram’s horn for the cun- 


During 1947 


THE INDIANAPOLIS STAR 


Sunday Star 
Daily Star 

2d Daily Paper 
3rd Daily Paper 


had the largest circulation 
of any Indiana newspaper 


. ... daily or Sunday 


_... and the greatest circulation gain 


HERE ARE THE FIGURES 


(From the 1947 12-Month ABC Reports) 
Gain Over 1946 


17,178 

11,100 
5,876 
1,503 loss 


1947 


221,440 
174,179 
173,111 

92,673 


Now more than ever The STAR is your best buy 
in the Indianapolis Market — Daily or Sunday 


Kelly-Smith Company, National Representatives 


Written by Frank Norris, vet-| 
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ning whisper.” 

Of Byoir, Norris writes “th 
doyen of the corps .. . develope; 
the specialty of making peop} 
look good public.” Norr, 
leaves out nothing of Byoir’s diff. 
culties, his indictment under th: 
Sherman Anti-Trust Act for hj; 
part in promoting A&P (the sui 
was unsuccéssful), or the charge 
that he was doing press agent 
work for Hitler (he was exon. 
erated), and guesses that these 
adversities “may have occasion- 
ally made Byoir wish he were 
back at his old job of hawking 


a proprietary medicine called 
Nuxated Iron.” 
‘Get the Bellwethers’ 
Of Bernays, Norris says he 


worked up the group leadership 
technique of devising “some flat- 
tering means to get the social 
bellwethers of the community 
coming your way, and the rest of 
the sheep will follow.” 

Sonnenberg appears as “the 
most sybaritic of the big four,” 
a mixture of “exquisite, plunger 
and diplomat” whose offices “full 
of brass Seacoal grates and over- 
size Adam furniture make the 
celebrated working quarters of 
Mr. William Paley of CBS look 
like a nursery.” He credits Son- 
nenberg with such diverse ex- 
ploits as glamorizing the country’s 
bowling alleys and getting Elea- 
nor Roosevelt to go on the air 
for a brand of arch-saving shoes, 
“Sonnenberg,” Norris remarks, “is 
quite good at pointing out inter- 
esting facts about his clients’ up- 
beat side and his is a happy and 
a thriving trade.” 


Gulf Widens Continuously 


Newsom is described as “the 
man who passes most nearly for 
a philosopher among the big four,” 
who once said “it is sometimes 
more difficult to interpret the 
American people to a company’s 
management than it is to inter- 
pret the company to the American 
people.” 

The article says flatly that “the 
gulf between industry and _ its 
leaders on the one hand and the 
mass of the population on the 
other grows wider every year and 
in spite of all that the public re- 
lations counselors can do, the two 
forces continually become more 
implacably and subtly opposed.” 
Accordingly, therefore, ‘Newsom 
and company clearly need all the 
invention and resource they can 
muster to the side of their em- 
ployers.” 

Norris says “I mean no injus- 
tice to Earl Newsom,” but he 
draws a parallel between an ad- 
dress given by Newsom to a 
Standard Oil convention in 1946 
and the opening spiel of one Doc 
Ravenscroft for Ravenscroft’s 
Golden Medical Discovery, which 
Norris says he remembers from 4 
Tennessee experience many years 
ago. 

Not Norris but ’48 is responsible 
for the final thrust. The copy is 
filled out on the final page by 2 
coat of arms, whose quarterings 
are a hand open to receive, 4 
gaping, shouting mouth, a bag ©! 
money, and a sheep in pasture, 
over the scrolled motto “Sic 
Semper Bolonus.” 


Publishers Seek Vote 


The Chicago Newspaper Pu?- 
lishers Association ran a page @° 
in Chicago newspapers last wee" 
appealing to members of Local !' 
Chicago Typographical Unico 
(ITU) to demand of their leade: 
a referendum vote on the associa 
tion’s “final” offer of a $9 week! 
wage increase. Union leaders sai 
that such a vote was “under co! 
sideration.” 


Hilliard Resigns 
Thomas J. Hilliard, who joir 
Carnegie-Illinois Steel Corpor?- 


~ 


tion, Pittsburgh, U. S. Steel su 
sidiary, in 1936, has resigned 
vice-president in charge of sales 
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— Millions and millions of words have been written 


anette about what advertising should and should not do. 
copy is 


e by a sleve 
terings When all’s said and done, however, we believe 

bag of the answer is so short and simple that you could 
asture, 
» “Sie engrave it on the head of a pin: 


Pub- 66The purpose of any advertising campaign 
“ree should be to sell more goods per dollar 
“Unic invested than competitors’ advertising. 9? 
leade! 
ssocia 
week] 
rs sai 
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‘Agreement’ Wins 
Book Advertising 
Award for 1947 


New Yorx—The prize-winning 
advertising campaign for books 
: published during 1947 in the cam- 
i paigns over $10,000 category was 
the “Gentleman’s Agreement” pro- 
motion planned by Tom Collins, 
advertising manager of Simon & 
Schuster, and Richard Porter of 


Schwab & Beatty, advertising 
agency. Laura Z. Hobson is the 
 &§ author of the book. 


Other awards made at the final 
spring meeting of the Publishers’ 
Advertising Club last week in this 
annual contest sponsored jointly 
by the adclub and Publishers’ 
Weekly, were: 

Campaigns from $5,000 to $10,- 
000, “Dirty Eddie” by Ludwig 
Bemelmans, published by Viking 
Press. The campaign, under the 
supervision of Marshall A. Best of 
' Viking, was created by Barbara 


These useful Kits — eon- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
1] automobile as well as 
| model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
) workers will keep them 
always available. Tools are 
a of high-grade alloy steel 

... handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dies can be imprinted . . . 
with your name or trade 
mark .. . at nominal cost. 


Bt Write for descriptive liter- 


Rae of Green-Brodie, New York. | Livingston, 

Campaigns from $1,500 to $5,-|of Grosset 
000, “Cycles” by Edward R. Dewey 
and Edwin F. Dakin, published by 


Henry Holt & Co. Louise Frank-| R, N, Jones Named 


enstein, former advertising man-| 
ager of Henry Holt, planned the Lustron Sales V.P. 
Richard N. Jones, for 20 years 


campaign through Aaron Sussman | 2 
of Sussman & Sugar. | western manager of Architectural 


The award for campaigns under | Forum, has resigned to become 
vice-president in charge of sales 


$1,500 went to “The Betty Betz of Lustron Corporation, Colum- 


Party Book” by Betty Betz, pub-|bus ©. prefabricator of porcelain- 
lished by Grosset & Dunlap. The! enamel en homes. » “ 
promotion was handled by Hilda! Banks Wanamaker, 


advertising manager) 
& Dunlap, and Mel 
Fauer of Sussman & Sugar. 


Cleveland 


| staff becomes manager of the Chi- 


manager of Architectural Forum, | Hymes Joins WLAN 
becomes western manager, and | 
John D. Hymes, former radi 


Paul Boden of the Chicago sales . ; 
business manager of the Bioy 


|Company, New York, has bee, 
‘named assistant manager oj 
WLAN, Lancaster, Pa., a_ 1,000. 
watt ABC affiliate. 


cago office. 


Stange Names Western 


Western Advertising Agency, 
Chicago, has been appointed to 
handle the advertising of Wm. J. 
Stange Company, Chicago, manu- 
facturer of food seasonings and 
food colors, effective July 1. Di- 
rect mail and trade publications 
will be used. 


Names Henry & Simpson 
Henry & Simpson, Los Angeles, 
has been named Pacific Coast rep- 
resentative of Tool Engineer, of- 
ficial publication of the American 
Society of Tool Engineers. 


— ature, state your require- 
ments, also wording of 

2 imprints. Quotations will 
be sent promptly. 
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Sunway Opens 
ingle Contest 


Cuicaco — Twenty-five Ranger 
icycles, 50 footballs, radios, cam- 
ras, fountain pens and watches 
vill go to winners of Sunway 
ruit Products’ new jingle con- 
est. 

Four-color pages in 68 Sunday 
ewspaper comic sections, includ- 
ng Puck, the Comic Weekly, and 


14 Sunday newspaper black-and-| 


white ads will plug the contest,; tion of an Italian edition of True 
which is scheduled to end July 31.| Story, the 12th edition of the In- 

The company will direct its pro- ternational True Story group. It 
motion for Freshie dehydrated | is expected that the first issue will 
juices to the younger set, using | P€ published within a few weeks. 


window cards, counter cards with = 
entry blanks and over - the - wire | Chicago Adwomen Elect 


hangers, through H. W. Kastor &| Elaine Norden, of Campbell- 


Sons. 
\tising Club of Chicago. Other new 
Readies Italian Issue |officers are Mabel S. Obenchain, 
Macfadden Publications Inter-|Famous Features Syndiccte, Ist 


president of the Women’s Adver- 


national Corporation, New York, | vice-president; Ruth V. Barr, Rus-| advertising firm of Frederick E. | 


has completed plans for publica-|sell T. Gray, Inc., 2nd vice-presi- 


dent; Clare K. Clowes, Grand 
Union Company, recording secre- 
tary; Cynthia Montgomery, United 
States Gypsum Company, cor- 
responding secretary, and Laura 
K. Oman, J. R. Pershall Company, 


| treasurer. 


Mithun, Inc., has been elected) 


| 


Becomes Agency Partner 
Irving E. Stimpson, formerly 
public relations manager of Safe- | 
way Stores, Seattle, has become a | 
partner in the public relations and | 


| 


helping you sell advertising 
top management 


O ONE who is familiar with the Roper study* 
(and least of all, ABP) can truthfully deny that 


management believes in business paper advertising. 
Their total expenditure in the business press today 
proves it. 


But no one who has a stake in this expenditure can 
afford to let the matter rest there For it is all too 
evident that advertising needs further explaining at 
the front office level — that its exact functions are not 
always clearly understood, nor its potentialities fully 
realized. If they were, more advertising managers 
would occupy a permanent chair at the management 
table. 


It was to help win that place for advertising that the 
members of ABP last year approved a management 
campaign to run in their own publications. Written 
from the point of view not only of top management, 
but of younger executives on the way up, the cam- 
paign set out to accomplish two things: first, to 
persuade management-minded readers to think of 
advertising as a capital investment, rather than an 
“expense;” second, to show how advertising actually 
reduces the unit cost of manufacturing a sale. 


To what extent has the campaign fulfilled these 
objectives? How-.has it been used by agencymen, 
ad-managers and publication reps to help make ap- 
propriations “stick”? And, more important, how has 


*Men Behind Management, by Elmo Roper 


it been received by the management men to whom 
it was addressed? 


Last month the member-publishers of ABP, conven- 
ing in closed session at Hot Springs, got the answers 
to some of these questions in a member report en- 
titled, “This is your Management Campaign at work.” 
Because it is your campaign also, ABP will be glad 
to send you a copy of this report as long as the limited 
supply lasts. In it, you will find a complete file of all 
the management ads which have been published to 
date, together with those which will appear during 
the coming months. We believe you will find the 
report interesting — and we hope you will put it to 
good use. 


THE ASSOCIATED BUSINESS PAPERS, Inc. 


ABP’s business is to boost your business 


| Tue Associatep Business Papers, Inc. 
| 205 East 42nd Street, New York 17, N.Y. 
Gentlemen: | 
| Please send me a copy of your report to member- ! 
| publishers, entitled, ‘“‘This is your Management | 
| Campaign at work.” 

Name 
| Title 

| Company 
Address | 
City State 
| | 


Baker & Associates, Seattle. | 


Being the first to do things is 
sometimes called pioneering, but 
it can also be considered as ac- 
quiring earlier and longer experi- 
ence. To put it bluntly, it means 
getting the jump on the other fel- 
low—getting in on the ground floor 
and learning more about how it’s 
done. 


It has always been a Manz view- 
point that to progress and remain 
the vanguard of an important in- 
dustry requires a keen eye to the 
future, a sharp ear to the ground, 


and a hardened nose to the grind- 
stone. 


Over the past eighty-two years, 
| Manz has had more FIRSTS to its 
|credit than anyone else in the 
|business. The first half-tone en- 
gravings made East of New York 
| were made by Manz. Those were 
| dramatic days when our half-tone 
‘engraver carried his _half-tone 
| screen home every night under the 
|protection of a police guard. 
| Watchmen were employed to ward 
| off snoopers who were constantly 
endeavoring to capture the secrets 
|of the new process destined to 
| jeopardize the wood engraving 
| business. 


Manz introduced the use of lead- 
mould nickletypes to the western 
printing industry, thereby, bring 
ing about a new combination of 
high quality and greater economy. 


Manz was first to make high 
fidelity four-color reproductions 
‘direct from merchandise. Keen 
foresight dictated the purchase of 
the complete 2-year output of the 
Miehle Company’s two color 
presses at a time when any print- 
ing press which could produce 
more than one color was somewhat 
of a novelty. 


The first. multi-color Claybourn 
press was delivered to the Manz 
plant. Since then, its huge new 
four and five color brothers have 
joined it to form a battery of high 
speed quality producers. 


Manz was the first engraving 
house to combine engraving and 
printing under a single responsi- 
bility with 4 single high standard 
of quality and economy in a man- 
ner which simplified for the cus- 
tomer the purchase of his impor- 
tant printed matter. 

Manz has never relented in the 
arduous search for better methods, 
/more skilled craftsmen, and im- 
proved equipment. Producing re- 
| sultful ideas, high type artwork, 
engraving, letterpress and offset 
printing, typesetting, even inks 
calls for rigid quality standards. 

The Manz story of FIRSTS in 
| the printing industry is one of 
| genuine interest to every user of 
| this important medium. Let a 
| Manz man give it to you complete. 


Size Job iis 
Manz Size Sob 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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Old Problem: Good Taste ~ 


Reposing on the editor’s desk 
for three or four weeks, and oc- 
casionally coming to light in the 
process of shuffling papers back 
and forth, is a file of ‘material on | 
a particular advertisement. Every | 
time it comes to light, it creates 
another pin-prick of irritation. Ir- 
ritation over the ad, and irritation 
over our feeling that our irritation 
is a symbol of old-fogyism. 

The file deals. with various vari- 
ations on an ad for Springmaid 
fabrics, with dominant color illus- 
tration by Esquire artist Fritz 
Willis. The first item in the file 
is a page from the May Esquire. 
The second item is the same illus- 
tration, with a slight change in 
copy, which appeared as a page 
in the May 2 New York Times 
Magazine. The third item is a 
rather lengthy (and enthusiastic) 
letter from a Springs Mills execu- 
tive to one of our editors, along | 
with a photostat of an ofner 
Springs Mills ad for Springmaid | 
fabrics. 

What bothers us about this file | 
is not the Willis illustration, which | 
shows a _ not- too - thoroughly- 
dressed gal with her skirt blowing | 
up around her navel, but a single | 
phrase in the very short copy. And | 
what intrigues us more than any-| 


thing is that the phrase that both-| unnecessarily vulgar and in bad/| estimate the power of a woman,’|°f magnesia; gals whose husbands 


ers us did not appeaf in the Es-| 
quire ad, but did appear in the 
New York Times Magazine ad. 

In Esquire, the pertinent sen- | 


A Code for Researchers 


The advertising business is de- 
veloping almost as many codes as 
were hatched, not so many years 
ago, under the spreading wings of 
the NRA eagle. In our May 24 
issue we reported two of them: 
The new code of the National As- 
sociation of Broadcasters, and the 
code of ethics and suggested min- 
imum standards of practice de- 
veloped by the American Market- 
ing Association’s committee on re-| 
search standards. 

We believe that both codes are 
steps in the right direction, and | 
are particularly pleased to observe 
the results of the AMA commit- 
tee’s cogitations, because the bur- 
geoning research business—a 
highly confidential and technical 
business—needs standards of prac- 
tice to protect it from over-en- 
thusiastic, unwise or unscrupulous 
practitioners. 

The research code deals only 


| ages; our offspring frequently ad- 


tence said: “This fabric is now 
available for the covers of Amer- 
ica’s best foundations, and if you 
want protection from a sudden 
draft on a windy corner, look for 
the Springmaid label on the bot- 
tom of your trademark.” In the 
Times, this sentence read: “This 
fabric is now available to the false 
bottom and bust bucket business, 
and if you want protection .. .” 
etc. 

The enthusiastic letter men- 
tioned above says the ad has been 
a “wow,” with all kinds of re- 
sponse, including many queries as 
to the meaning of false bottom 
and bust bucket, “which, of course 
is just another way of saying cor- 
set and brassiere.” It also reports 
that the copy is running in a long 
list of publications, that ad No. 2 
again refers to the “false bottom 
and bust bucket business,” 


talking about the “hip harness 
and bosom bolster business,” with 
the word “callipygian” as an ad- 
ded attraction. For the benefit of 
those who may have come in 
late, “callipygian” is explained in 
a footnote as meaning, “having 
beautiful buttocks.” 

Well, dammit, that phraseology 
in general advertising seems to us 


But of course we’re ait] 
| 


taste. 
tically a throw-back to the middle 


mit it under stress. 


with that portion of marketing re- 
search concerned with investiga- 
tion by means of questionnaires 
and the presentation of results. 
The standards which are set up in 
it are just and reasonable, and are 
applicable to those organizations 
in the research business. They 
put into simple language 
things that all buyers of research 
actually expect from re- 
search organizations whose serv- 
ices they engage, but which they 
sometimes do not receive. 
Neither the AMA code nor the 
NAB code has any effective ma- 
chinery for enforcement, since 
they were not sired by the NRA. 
Therefore, neither one will mean 
anything unless buyers and sellers 
alike recognize their value and en- 
force them voluntarily, by seeing 
to it that they do not violate them 
themselves, nor request or permit 
anyone else to violate them. 


and | 
that ad No. 3 plays a variation by | 


World He Never Made 


The fellow was stretched out on 
the psychiatrist’s couch and he 
was unburdening himself in a 
hurry (the doctor’s time was pre- 
cious): 

“It’s the magazines, Doc. They 
frighten me; each ad is a reproach 
and a warning. 

“For instance, take Community 
silverplate which the ads say ‘the 
happiest brides have.’ Doc, we’ve 
got 1847 Rogers Bros. Is this bad? 
Is my bride unhappy? 

“She shouldn’t be, Doc. Ny- 
| lons she’s got, not just nylons, but 
Cannon nylons! She was born in 
Shamokin but she sleeps in Utica. 
She has so many Tangee lipsticks 
(red majesty, gay red, red red, 
medium red and theatrical red) 
that I’m worried about. the 
Thomas committee. Male - tested 
fashions (Doc, what are they?) 
| she’s got, and a Sea Goddess 
| swimsuit which said it was ‘de- 
signed from a man’s point of 
view.’ 

“Her Skol tan lasts longer, what 
with Westmore Matched Makeup 
assisting. Doc, the Westmore ads 
said that Janis Paige jumped from 


gal doesn’t use MumM she ‘may be 
guilty of underarm odor. And if 
daintiness deserts you—men may, 
too.” She can say ‘yes’ to ro- 
mance, because Veto says ‘No’ to 
offending and Yodora is a deodor- 
ant that is actually soothing. But 
Odorono ‘safely stops perspiration 
and odor a full 24 hours.’ 

“Doc, if you was—I mean were 
—a woman, would you rather take 


deserting you, not being able to 


|double take? 
choice is that? 


ments. 
American business and they are 
absolutely necessary to effect the 
distribution which is so integral a 
part of our free-enterprise system. 
No one can go to as many ban- 
quets as I go to and not remember 
that. 

“But every time a new maga- 
|zine comes into the house I start 
|shivering in my slippers. Under 


a chance of daintiness and dandies | 


say yes to romance, unsoothing ments of the McGraw-Hill Census 
your skin, or running out of sweet| o5¢ Manufacturing Plants are re- 
smell before the clock made a| 


What kind of a /some statistics from the survey to 


“I swear, Doc, I could go on like| concentrated; an article from In- 
this for hours if I could afford it.| qystrial Marketing reporting on 
I have great faith in advertise- | the survey, and several statistical 
They are the voice of | taples 


‘heads, you ought to hear her go From the time he switches on the 
|}eeny-meeny, miney-moe when radio in the morning until he goes 


snack bar to stardom—and my that beautiful cover are some of 
wife hasn’t passed a snack bar) the scariest things you ever heard 
since, and Doc, she ought to. 1| of: gals who procrastinated when 
tried to point out that Miss Paige | they saw that first, ominous tinge 
didn’t meet Westmore until after|/°f Pink on the toothbrush; gals 
the studio sighted her. ‘You’re who almost lost their husbands 
jealous,’ she said. ‘Never under- through failure to give them milk 


she said. Doc, do you know any imagine burglars prowling 

husband who does? through the house, all because 
“Which head has the Toni?,’ I| they don’t drink Sanka. 

said to her once, and she was sore, “The way I figure it, Doc, any 

for a week. And speaking of | 8Uy today is under terrific strain. 


she’s ready for a shampoo, Doc. /|to bed he gets a constant stream 
“ ‘Darling,’ she simpers, ‘should|°f calamity, threatened catas- 
I have lovelights in my hair with|trophe and sad stories. Taxes he’s 
Hudnut enriched creme shampoo|8°t, worries he’s got; he can’t get 
which the egg makes extra gentle,| @ new car and if he could, he could 
or should I remember that soap- about swap his house for the car 
ing dulls the hair, while Halo|@nd come out even in price. 
glorifies it?’ ‘Should I,’ she goes} “Don’t tell me he’s paralyzed 
on (you know women, doc, they | about the sheen of his few re- 


the | 


don’t really want an answer), ‘put maining hairs or if Jantzen could 
life into your hair with shampoo/| really make him feel small in the 
Emulsified Lanolin,| blubber belt. 


containing 
like Helene Curtis, or shall I be a 
| Dream Girl with Lustre-Creme?” 
| “*Why, Daddy,’ she says, ‘listen 
/here what it says about Rayve 


: ; |}enough that all day long her radio 
creme shampoo, which gives new | 


Don’t be silly. 
“But, Doc, can’t someone do 

something about what his wife 

has to read in those ads? It’s bad 


blats out the dangdest combina- 


natural color (new, natural color, |,; : 
got that, Doc?) it says “See it! ane 
Believe it! Blonde, brunette, red| Th 
hair or white, your very first!. patient would have 
Rayve creme shampoo uncovers | indefinitely, maybe, if he hadn’t 
‘new, natural radiant color you|8°ttem a quick gander at the 
| never dreamed was in your hair!” | psychiatrist’s notebook. Besides 
He stopped to mop his brow, | 40odling it said: 
the psychiatrist looked at “REMEMBER: 
| sympathetically. PICK UP VETO, HALO, 

“Tt isn’t a pleasant subject, Doc, 
| but take deodorants. If the poor 


IPANA AND LOAF OF 
BREAD.” 


The following documents may bg 
secured without charge from com. 
panies sponsoring them or throug 
ADVERTISING AGE, by any nationg 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTIsINg 
AcE, 100 E. Ohio St., Chicago 1], 


No. 3084. A Man-Market That's 
Moving. 

Argosy’s 116% circulation 
growth in nine months since mid 
1947 is reported and accounted for 
in great detail in this new bro- 
chure, issued by the magazine. 
Editorial matter and service fea- 
tures get their dues, and reader- 
ship and advertising response are 
described. 


No. 3085. Population, Housing and 
Economic Rating of Greater 
Detroit By Census Tracts. 

Population, housing and eco- 
nomic rating are given for each 
municipality in greater Detroit in 

Table 1, and for each census tract 

in Table 2 of this report, pub- 

lished by the Detroit News. It is 

Supplement No. 1, Third Quin- 

quennial Survey of the Detroit 

Market, Spring, 1946, and includes 

a map of the Detroit area 7 


census tracts. 


3086. McGraw-Hill Census 
Shows Industrial Concentra- 
tion. 

The purpose and accomplish- 


No. 


ported in this folder, which gives 


show where American industry is 


showing distribution of 
plants. Published by McGraw- 


Hill. 


No. 3087. Brand Distribution Sur- 
vey, Food and Grocery Store 
Products, 1948. 

Number of _ stores _ stocking 
items, per cent distribution, and 
chain store distribution are re- 
ported in this study, published by 
Station KMA, Shenandoah, Ia. It 
covers brands of food products; 
soaps, wax, polishes and deodor- 
izers, and candy, gum, tobacco 
and cigarets. Because of a lim- 
ited supply, the report is avail- 
able to advertisers and agencies 
on a loan basis only. 


No. 3088. National Provisioner 
Construction Survey. 

The extent of new construction, 
expansion, modernization and 
equipment purchases in the meat 
packing industry are reported in 
this new release in National Pro- 
visioner’s continuing survey. 


No. 3089. Food Facts and Fea- 
tures. 

The Denver Rocky Mountain 
News has published this inven- 
tory survey of brand-name prod- 
ucts carried in Denver retail food 
stores. It covers more than 3,000 
items in 75 major classifications 
found in the Denver market. 


No. 3073. The Associated Busi- 
ness Papers. 

The ABP has published a book- 
let to report on what it is, what 
it stands for and how it serves ad- 
vertisers, agencies, member pu)- 
lishers and the business press 85 
a whole. 


No. 3074. 
Analysis. 
The American Weekly, distri>- 
uted through 20 Sunday newsp3- 
pers in major centers of the coun- 
try, has published this circulation 
report by geographical divisions 
(total, 9,640,652), by population 
groups and by states. 


Detailed Circulation 
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OUT-OF-DATE “FIGURES” 
CAN UPSET 
YOUR 
BALANCE! 


Be sure you have today’s 
facts and figures on Philadelphia— 
America’s 3rd market ! 
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Inquirer Stays First With 
Philadelphia Retailers in 1948 !* 


INQUIRER 2nd PAPER 


@ 


m Sur- 
J Store 


rocking 
n, and 


oducts; 
eodor- 
obacco 


lim- 3 DAILY AND SUNDAY DAILY AND SUNDAY 


avail- 


sioner 


iction, 


ghee soe fh In a super-charged marketing world, changés 


aa AY " | rule the day. And in Philadelphia, today, 
7 Ny ; THE INQUIRER stands first in advertising 
linage—advertising PRODUCTIVITY. 
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Britain Can Sell 
More Goods Here, 
Says ‘Time’ Study 


New York—With larger and 
steadier shipments—coupled with 
more promotion and, in some 
cases, with improved design and 
quality—British manufacturers 
can sell more goods in the United 
States, Time, Inc., reports from 
“statistics, attitudes and opinions” 
compiled from interviews with 
103 store executives in 48 key 
American cities. 

High prices were found to be a 
major negative factor. 

The findings were outlined at 
a luncheon given by the British 
Empire Chamber of Commerce 
here May 27, at which Sir Fran- 
cis Evans, British consul general 
in New York, and James A. Linen, 
publisher of Time, were guests of 
honor. 

The survey covers 10 major 
categories of British exports to 


Is It Wasting Space 
To Reach All 
Of Business? 


Van Lear Woodward, Jr. 
Vice President and Media 
Director, William von 
Zehle and Company 


Does saturation advertising in 
the business market really pay off 
the way it does in the consumer 
field? 


Ask the salesman whose liveli- 
hood depends on whether he gets 
his foot in the door or cools his 
heels in the anteroom. He’ll tell 
you how mass advertising brings 
in good leads and opens the top 
executive doors in his territory. 


He finds many a prospect per- 
pared for his call by the sales mes- 
sage he reads in a general business 
magazine. And the prospect pays 
more attention to the business 
message because it appeared in the 
pages he goes to for business 
guidance. 


The salesman finds many doors 
open because his company uses all 
four of the leading general busi- 
ness magazines . . . to blanket the 
business community . . . to reach 
prospects where the _ salesman 
never thought of looking . . . to 
reach the reader who is not in the 
market for its products because 
even this reader may influence a 
friend or associate who does need 
the product. 


From such actual experiences, 
many a sales manager can testify | 
that you save money by spending | 
more in business advertising—that 
overall sales costs may be reduced | 
when the advertising carries more 
of the salesman’s burden. 


| 
That’s why media men know! 
that it’s not wasting space to reach | 
all of business. Rather, it’s wasting | 
business to use too little space. 
This column is sponsored by 
Nation’s Business to promote the 
use of a mass technique in selling | 
the business market of America. | 


Four leading general business 
magazines offer you a combined | 
circulation of 1,335,000 executive 
subscribers. This means over fif- 
teen million pages a year on 12-13 
time schedule. 


Guaranteed Circulation B&W Page | 
Nation’s Business . .575,000 $3,000 
U.S. News & 

World Report ....350,000 2,400 
235,000 2,900 
175,000 1,575 


1,335,000 $9,875 | 


We'll be glad to give you a more | 
detailed picture of the mass cover- | 
age now available to your busi- 
ness. Write for free booklet. Na- | 
tion’s Business, Washington, D. C. 


this country: woolen suitings and|chandise, and (4) specific cus- 
coatings; silverware and cutlery;| tomer demand.” 
men’s shoes: china, pottery and! In all categories, from 10 to 
glass; linens and household tex- 25% of the store executives said 
tiles; wheel goods and sport goods; that inadequate promotion handi- 
men’s furnishings and knitwear;| capped expanding sale of British 
women’s and children’s knitwear; goods here. Two-thirds of all ex- 
infants’ wear, perambulators and ecutives said that because the 
toys; leather, travel and fancy) market for high-quality goods is 
goods. so “special,” greater shipments of 
British merchandise would not 
Promotion Inadequate ‘hurt United States manufactur- 
“Throughout all 10 categories,” | ers. 


the summary said, “the most com- | 


mon reasons given by store ex- 7 : n A ints Ellis 


ecutives for carrying goods from) 
| Ellis Advertising Company, Buf- 
the United Kingdom were: (1) | falo office, has been appointed to 


high quality and workmanship; | handle the advertising of Larson 


(2) good design (although there | Equipment Company, Buffalo, 


were many unfavorable com-| manufacturer of metal cabinets, 
ments); (3) desire for increased | steel] shelves, office and industrial 
prestige from ‘imported’ mer-!' equipment. 
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Names Ramsdell Agency Names Export Service 


Lee Ramsdell & Co., Philadel-| The National Export Adverti:. 
phia, has been appointed to handle | ing Service, New York, has ap. 
the advertising of Fellows Med-| pointed the Export Advertisin; 
| ical Mfg. Company of New York. | Service Ltd., London, as an asso. 
Medical journals and direct mail| ciate agency to place its client; 
will be used. advertising in British West Africa 


Joins Du Fine-Kaufman  Miessler Named V.P. 


| 
Robert W. Rich, formerly cre- Erwin A. Miessler, production 
ative and plans director of the/| director, has been named a vice- 
Harry Feigenbaum Advertising | president of Needham, Louis & 
Agency, Philadelphia, has joined | Brorby, Chicago. He joined the 
Du Fine-Kaufman, New York, in | agency in 1929. 


the same capacity. 
KNX Names Joscelyn 

Toth Opens PR Office Austin E. Joscelyn has been ap. 

Rose Toth, formerly with Geyer, | pointed director of operations of 
Newell & Ganger, New York, has| KNX, CBS Los Angeles station, 
‘opened a_ public relations and|He was formerly manager of 
‘sales promotion office at 79 Bed-| WBT, Charlotte, and WCCO, Min- 
|ford St., New York. | neapolis. 


Could you write 


When the ill-fated Hindenburg exploded 
at Lakehurst, N. J., some of the nation’s 
top writers wrote thousands of words about 


this catastrophe. 


But how many of those words can YOU 
remember? Can you recall what year it 


was? Or what season? How 


killed? Or how many survived? 


Odd, isn’t it, that thousands of words 
can be forgotten—while a single picture 


remains memorable? 


We think this helps to illustrate what 
we, at Parade, call “picture power.’ Each 
week, this syndicated Sunday picture 
magazine attracts one of the largest audi- 


ences in publishing history. 


Actually, page traffic runs as high as 
80% to 90%. And this traffic builds up 
crowds for the advertising pages, too. 


For instance, an identical ad in Parade 
will consistently attract more readers per 
dollar than any other magazine. During 
1947, there were 49 identical ads which 
ran in Parade and the leading weekly and 
women’s magazines. All 49 of them got 
more readers per dollar in Parade. 

An important point, that! After all, you 
can’t start to make a sale until your pros- 
pects start reading your ads. 
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Plunkett Retires 


Ambrose T. Plunkett, for 33 
years with Taggart Corporation 
and its parent company, St. Regis 
Paper Company, will retire July 1. 
He has been a vice-president of 
St. Regis Sales Corporation. 


Hull Heads Research 


Richard L. Hull, formerly a part- 
ner in Houser Associates, New 
York, has been named manager of 
market research of Smith, Kline & 
French Laboratories, Philadelphia, 
drug manufacturer. 


Tittley Named A.M. 


John V. Tittley has been ap- 
pointed advertising manager of 


the Canada Cement Company, | aviation division sales manager of 
Montreal. He joined the company | Jack & Heintz Precision Indus-|fices on the day the ad appears) women only the next. 
‘and different readers are inter-| can be obtained on readership by | 


in 1946. 


| tries, Inc., Cleveland. 


Named Statler A.M. 


J. P. Richardson, former assist- 
ant to the vice-president in charge 
of sales and advertising of the) 
Hotels Statler Company, New 
York, has been appointed adver- 
tising manager of the company. 


Clements Joins Y&R 


Edward S. Clements, formerly 
an account executive in the To- 
ronto and Montreal offices of Mc- 
Kim Advertising, has joined the 
Montreal office of Young & Rubi- 
cam in the same capacity. 


Lawrence Promoted | 


Alfred N. Lawrence, senior field | 
test engineer, has been named| 


‘Enquirer, Grant 


Offer Weekly Ad 


Testing Service 


CrncrinnaTI—A service for test- | 
ing copy prepared by agencies and | 
direct advertisers is under way) 
here at the Cincinnati Enquirer. | 

The service, performed by B. H. | 
Grant Research, New York, pro- | 
vides subscribers with a _ report! 


viewed for each study. Grant Re- 
search sends its report directly to 
the agency, including a complete 
explanation of the survey methods 
and a breakdown of the sample 
by age and economic status. 


For One Ad or Many 


The report includes the En- 
quirer’s median records for all 
other ads in the issue and for pre- 
vious ads in the same product 
field. It also includes a reproduc- | 


15 


men or women—or both, if the 
ad is run twice in two consecu- 
tive weeks. Grant submits its re- 
port three weeks after the ad 
runs. The service can be used for 
one ad or, if continued, for an 
entire campaign. It was given a 
minimum of fanfare because of 
the paper shortage when inaugu- 
rated about a year ago, but is 
scheduled now for expansion. 
Agencies already have used it for 
such national advertisers as P. 


on readership and observation for tion of the page on which the ad Lorillard Company, Schenley Dis- 


,;any ad of 70 lines or more placed appeared and the page opposite, | tributors, Delta Air Lines, Kroger 


in the Enquirer. Expenses are) giving readership data for all ads| Company and Greyhound Lines. 


paid by the Enquirer, with a small | 
charge to the agency. 
The studies are made by per-| 


sonal interviews in homes and of- | 


and editorial matter both! 


pages. 

The studies are made weekly, 
for men only one week and) 
Thus data 


Budd to Tracy, Kent 


Budd Ltd., New York, men’s 
furnishings, has named Tracy, 
Kent & Co., New York, to direct 
its advertising. Newspapers and 
magazines will be used. 


Bothwell Names V.P. 


O. C. Jochumsen, art director 


of W. Earl Bothwell, Inc., Pitts- 


burgh, has been elected a vice- 
president of the agency. 


183,000 MILES 


OF TRAVEL 


Executives of the 10 publications 
that fly the Abernethy banner put 
in a lot of road work — and doa 
lot of sitting down with folks in 
their own shops and plants and 
retail establishments. 


Last year, for instance, they 
logged 183,000 miles of travel, 
covering the South from the Vir- 
ginias down to the Rio Grande, 
and visiting other U.S. markets 
to bring back news and ideas. 


So when you want really to sell 
the South, where could you get 
a clearer first-hand picture of it 
than from these same travelling 
men and women? Who could give 
you better entree to the South? 


And, by the same token, what 
publications can offer more door- 
opening friendships than these 10 
that live with the South* year in 
and year out? 


The 
ABERNETHY 
PUBLICATIONS 


Commercial Fertilizer* .....1910 
New South Baker 1910 
Southern Printer 1924 
Southern Advertising 

and Publishing 1925 
Southern Jeweler 4926 
Southern Stationer and 

Office Outfitter . 1930 
Southern Pulp and 

Paper Manufacturer 1938 


Southern Canner & Packer....1940 


Southern Garment 


Manufacturer .. 1941 
Southern Machinery & 
Metals ...... 1945 


ERNEST H. ABERNETHY, President 
75 Third Street, N.W., Atlanta, Ga. 


* Commercial Fertilizer is national; the 
others cover the whole Southern sector of 
their respective markets, from Maryland 
through Texas. 


— — 


Standard Boosts Porter | 


H. L. Porter, manager of whole- 
sale sales promotion in the gen- 
eral office of Standard Oil Com- 


managet of training | Seem Simple 


and promotion. M. I. Hector, as- 
sistant manager in Omaha, has 
been appointed to succeed Mr. 
Porter. 


Appoints Ronalds Agency 

Ronalds Advertising Agency, 
Toronto, has been appointed to di- 
rect the advertising in Canada of 
Jeyes’ Fluid, British household 
disinfectant, made by Jeyes’ Sani- 
tary Compounds Company, Essex, 
England. J. M. Inwood Ltd., To- 
ronto, is the Canadian distributor. 


THE LETTER SHOP, Inc. 


431 S. Dearborn Chicago 5.1linois 


for one employe, a hypothetical 
“Mr. Marquette.” Thus, although 
net income for the company, after 
deducting for depreciation and 
all expenses, was $1,748,525, the 
Cuicaco— The Marquette Ce-| report shows that net income was 
ment Mfg. Company here believes only $1,047 for Mr. Marquette. 
it has discovered a way to make President Makes Tour 
its annual financial statements Whereas the company’s total 
clear to everyone. current assets were $6,713,653 and 
It also believes the method will| total current liabilities $2,498,865, 
help large companies to show that the pamphlet shows they were 
so many people take a slice out only $4,022 and $1,497, respec- 
of the income of big business that | tively, for “Mr. Marquette.” Aver- 
the income isn’t big at all except|age wage for each employe was 
when the slices are added to- | $3,088. 
gether. ‘ By thus personalizing and re- 
First use of the method is in a| ducing the size of the figures in 
pamphlet just published by the|the annual report, the company 
company, entitled “Report to the| hopes to “expose the underlying 
Investor in Mr. Marquette’s One-| logic and simplicity of all items 
Man Cement Company.” |appearing on a formal financial 
The pamphlet presents the com-| statement.” W. A. Wecker, presi- 
pany’s annual report on an in-| dent, has just lectured on the un- 
dividual basis, assuming that each | usual report to groups of foremen 
of the 1,669 employes shares | at each of the company’s plants at 
equally in the profits, difficulties| Des Moines; Nashville; Oglesby, 
and responsibilities of the com-|Ill.; Cape Girardeau, Mo., and 


Marquette 1-Man 
Report Makes It 


pany’s operations. The report is}|Cowan, Tenn. He said the tour) 
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was made on the theory that 
understanding of company opera- 
tions, “passing through foremen | 
to all plant personnel, is an im-| 
portant yet too often neglected) 
management responsibility.” | 

“When reduced to one-man 
terms, it is apparent that big busi- 
ness does not fare any better than 
little business—if as well!—and at 
least, no better than the corner 
grocer or druggist.” 


1 


| 
| 
Names Epstein Agency | 
Alvin Epstein Advertising 
Agency, New York, has been, 
named to handle the advertising 
of Farmer Boy Corn & Equipment 
Company, New York. Newspapers, 
trade publications and direct mail 
will be used. 


Hen 


A NEW ONE—Carbon & Carbide 
Chemicals Corp., New York, is intro- 
ducing this new 6-12 brand insect re- 
pellent and suntan lotion, which will be 
advertised in national magazines and 
newspapers through June, July and 
August. National distribution will be 
handled through the same distributors 
who now handle the company's 6-/2 
straight repellent. 


Gets Camera Account 


Clarus Camera Mfg. Company, 
Minneapolis, has appointed Jones 
Frankel Company, Chicago, to di- 
rect the advertising of its Clarus 
35 mm. camera. A campaign is 
planned for fall. 


tHE 


Publicity Council 
Prints ‘Pamphlets 


ARE YOU CONTENT WITH 
DILUTED CIRCULATION? 


Do you want your San Francisco coverage diluted by 
duplicated circulation in nearby metropolitan markets 
that have their own metropolitan newspapers? Are you 
neglecting the major market for extremely thin scatter- 


coverage in 47 far-flung northern California counties? 


That Pull’ Guide 


New YorK—The National Pub- 
licity Council for Health and Wel- 
fare Service here has just pub- 
lished an informal guide on writ- 
ing and designing pamphlets and 
brochures, offering practical ad- 
vice to the non-professional on 
type faces, use of art work and 


photographs, working relation- 
ships with printers and production 
costs. 


The booklet, entitled “Pamphlets 
That Pull,” discusses elements of 
effective promotional writing and 
uses illustrated examples to show 
| solutions of such problems as how 
| to get the most from two colors 
on a cover, how to choose be- 
| tween letterpress and photo-offset 
_and what .not to do in selecting 
| type faces. 

| Material on costs includes a 
‘table showing the average rela- 
tive costs of letterpress printing 


in one color on three different 
| weights of paper, and relative 
| costs of adding a second color and 
of adding a separate cover. The 
|/ booklet also provides advice on 


YOU GET MORE POWER 
WITH THE CALL-BULLETIN 


You get concentrated power with The Call-Bulletin’s con- 
centrated circulation—the largest daily circulation in the 
city of San Francisco. Recognizing the pulling power of 
The Call-Bulletin’s high-test circulation, every one of-the 
forty largest daily retail advertisers in San Francisco used 
The Call-Bulletin in 1947. And The Call-Bulletin is the 
only daily newspaper that was used by all forty! 


| estimating the number of copies 
to print. 


New ‘Television Guide’ 
to Appear in June 


The first issue of Television 
|Guide, a new weekly service 
|magazine for television set own- 
ers, will be published Jume 14. 
The magazine will sell for an in- 
troductory price of $1 for 20 is- 
sues or $3 a year. Advertising is 
being accepted. 

Published by Television Guide, 
Inc., 107 W. 43rd St., New York, 
the magazine will include com- 
plete television program listing, 
including descriptions of the pro- 
grams, guests, and score cards for 
jathletic features. Lee Wagner, 
|formerly of the World Publishing 
_;Company, is publisher. 


Mrs. Ferguson Resigns 
Butler Brothers Post 


Mrs. Hazel R. Ferguson has re- 
signed as vice-president and di- 
‘rector of public relations of Bu'- 
y ler Brothers, Chicago, effective 
June 1. She plans to open a pub- 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


A Moloney, Regan & Schmitt representative can show 


you how to step on the gas in San Francisco. 


lic relations office in the fall. | 

Mrs. Ferguson has been wit! 
| Butler Brothers for more than 2° 
|years, starting in the advertising 
'department as a junior copywrite) 
on the catalog. Later, she became 
the first and only woman cor- 
| porate officer in the company. 


Always Quality and Serviced 
Swiecity 
ENGRAVING COMPANY 

208 S. STATE ST. ST. JOSEPH, MICH 


AONE COLUMN CUTORA 
COMPLETE COLOR BOOKLET 
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READ ADVERTISING AGE 


BECAUSE LIKE THE NEWS VALUE...” 


says T. H. Young 
of UNITED STATES 
RUBBER COMPANY 


“| read Advertising Age because | 


like the news value of the publica- 
tion. In it I find news of advertis- 
ing in a concentrated form. I think 
anyone who reads the publication 


appreciates the news. 


“| am particularly interested, how- 
ever, in what [| might term feature 
articles which shed some light on 


the advertising problems which be- 


set us all.” 


T. YOUNG 


Thomas H. Young, director of advertising for United States 
Rubber Company, began his career with that company in 1916 
as manager of trade records department in the New York main 
office and promptly won wide recognition in the rubber industry 
for his work in compiling statistics of automobiles in existence 
by state, county, city and town. A few months later he was 
appointed sales promotion manager of the tire division but this 


work was interrupted in 1917 at the outbreak of World War lI. 


Seen 


. 


Ag 


ARKETING 


Enlisting as a private in the army, he reached the rank of sec- 
ond lieutenant in the air corps, before returning to civilian life 
and sales promotion work on assignments with various divisions 
and subsidiaries. In 1939 he was appointed director of adver- 
tising for the entire company. Mr. Young is a member of the 
Advertising Council, and, as retiring chairman, is a member of 


the board of directors of A.N.A. 
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O'Reilly, Doty Expands 


O'Reilly, Doty & Sommer, Chi- 
cago public relations and public- 
ity agency, has moved to larger 
quarters at 19 E. Pearson St. Wal- 
ter Hansen, formerly with Charles 
Lee & Co., exporter, has been ap- 
pointed an account executive and 
two new accounts have been 
added—Ted Strauss, furrier, and 
the French Ballet, dance troupe. 


|promotion of National 
| Cooker Company, Eau Claire, Wis. 
advertising | 


Appoints Mass A.M. 


Sydney J. Mass, formerly ac- 
count executive and associate of 
the Packard Advertising Agency, 
Philadelphia, has been appointed 
director of advertising and sales 
Pressure 


Previously he was 
manager of Continental Distilling 
Company, Philadelphia. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. will E. DELAWARE 35T. 
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| Recovery programs 


Sales Jump; Consumers Tired 
of Waiting for Price Drop? 
WASHINGTON —A_ sudden 


three months of relative stability, 


_has dispelled a suspicion that con- 


sumer resistance is at last catch- 


| ing up with the price spiral. 


With the April peak 11% over 
the same month a year ago, Com- 
merce experts credit a variety of 
factors, none more significant than 


|“panic buying” by those who fear 


that the defense and European 
will force 
prices still higher, or take goods 
from the market. 


Sales are also traced to a sub-| 
stantial number of consumers who| Ewan Clague likes to point out 
heretofore are supposed to have| 


By STANLEY E. COHEN, Washington Editor 


| up-| 
surge in retail sales, after nearly 


been waiting for lower prices. 
Having waited in vain for reduc- 


tions after the February break in| 


commodity prices, many of these 
people decided to buy now, Com- 
merce analysts say. 

Apparently the sales index is 
reflecting the spending psychology 
which Federal Reserve investi- 


gators detected during field studies | 


last winter and spring. Accord- 
ing to their survey (AA, May 31), 
large numbers of Americans pre- 
fer to risk insecurity and debt 
rather than deny themselves im- 
portant durable goods items. 


ok 
Labor Statistics Commissioner 


that industrial goods prices are 


+e ee + H 


The Detroit Times—(Both Daily and Sunday)— Likewise Has 
The LARGEST HOME DELIVERED Circulation In Its History. 


The Detroit Times for the six-month period ended March 31, 1948— 


A HEARST NEWSPAPER . . 
REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


423,204 


DETROIT DAILY TIMES 


THE GREATEST DAILY CIRCULATION IN 
THE HISTORY OF THE DETROIT TIMES 


Ke Ke Ke HK KKK KK 


ir 


DETROIT SUNDAY TIMES 


THE GREATEST SUNDAY CIRCULATION 
IN THE HISTORY OF THE DETROIT TIMES 


The Greatest Sunday Circulation of 
Any Detroit or Michigan Newspaper: 


These are the average net paid circulation figures of 


as submitted to Audit Bureau of Circulations. 
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below the 1920 peak, but that food 
|}is considerably above that peak 
|He believes the most serious im. 
| mediate threat to economic stabi]. 
| ity could be met by a 10 to 15% 
|Teduction in food prices. 

| * 

Food prices have already re. 
| gained all they lost during th 
|February “break,” and the lates; 
Agriculture Department forecast 
promises only seasonal relief, wit} 
| prices remaining above the 1947 
level. For the year as a whole. 
food consumption per capita is er- 
| pected to be 12% over the 1935-39 
| level, but below last year and the 
year before. 

* * 

The General Motors wage con- 
| tract, incorporating the Bureau of 
| Labor Statistics cost-of-living in- 
|}dex as a benchmark for future 
adjustments, may prove a strong 
argument for BLS _budgeters, 
staving off a catastrophic cut in 
their appropriations. With indus- 
try and labor representatives ac- 
cepting BLS as an unbiased au- 
thority, it is hoped'that the House 


| the 


| 


| 
| 


| will accept the considerably more 
_generous Senate budget for the 
agency. 
| * * * 


Incidentally, the appropriations 


| committee conferees arrived at a 


1949 budget for current census 
statistics only moderately below 
funds available this year. 
While this is considerably below 
the Census Bureau’s requests, offi- 
cials believe it will permit the 
continuation of the most important 
monthly and quarterly reports on 
manufacturing, and retail and 
service trades. 
* * 

With only 118 of its 435 mem- 
bers voting, the House passed 
H.R. 605 requiring individuals 
shipping cigarets from non-tax 
into cigaret-tax states to report 
their shipments. Foes of the bill 
fear it will be a precedent for 
further federal legislation to help 
states collect sales and _ liquor 
taxes, and will eventually force 
mail order houses and other ship- 
pers to reveal substantial portions 
of their customer lists. 

* 

The Senate voted $50,000 last 
week for experiments on a new 
mail sorting technique, devised by 
Remington Rand on the initiative 
of the House post office and civil 
service committee. If successful, 
the idea might clip $70,000,000 
from the postal deficit. 

The hard working House post 
office committee is also circulating 
a study of the Philadelphia post 
office which says better manage- 
ment methods might save $1,566,- 
000. Written by sharp-eyed sleuths 
of the General Accounting Office, 
it misses no bets. For example, it 
criticizes the number of money 
order applications given away to 
stir up business. “When they are 
sent out with advertising matter 
by business men,’ GAO protests, 
“it would appear that such adver- 
tisers would be required to pay 
the cost of printing.” 

* * * 


Agriculture Department 
marketing expert reported last 
week that prepackaging is not 
likely to revolutionize the produce 
industry. Reporting on exper)- 
ments which have been made in 
cooperation with the America 
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CHAMPAGNE for TWO 
Chilled for You 


MERCHANDISER—American Wine 
Co., Beverly Hills, Cal., has prepared 
this table tent card, printed in full 
color on glossy stock, to merchandise 
its splits in sec and extra dry cham- 
pagne in hotels, clubs and restaurants 
serving Cook's Imperial. It is designed 
to accommodate the restaurant's im- 


print. 
Stores Company, Donald R. 
Stokes, of the Production and 


Marketing Administration, said 
consumers seemed to like pre- 
packaged foods, but that the in- 
dustry needs more experience in 
packaging, merchandising and 
pricing. 

More than 50 trade associations, 
representing 1,000,000 independent 
business men, have volunteered to 
tell the House small business com- 
mittee “what must be done to 
keep alive in America a free and 
fair competitive system.” Chair- 
man Walter C. Ploeser (R., Mo.) 
says he will have hearings in at 
least 25 cities this fall to find out 
why “monopolistic practices flour- 
ish” despite the anti-trust laws. 


Buffalo Adwomen Elect 


Beulah M. Hartman has been 
elected president of the Buffalo 
League of Advertising Women. 
Other officers elected are: Dorothy 
E. Wells, vice-president; Patricia 
J. Vogt, treasurer; Jeanne M. 
Hahl, recording secretary, and 
Florence M. Beatty, corresponding 
secretary. 


Modern Elects Eisen 


Irving Eisen, former production 
manager of Metro Associated 
Services, New York, has been 


| Isaac Purchases WCNT 


George Isaac, formerly with 
Station WCFL, Chicago, has pur- 
chased Station WCNT, Centralia, 
Ill., for $120,000. The station was 
|formerly owned by Hobart Ste- 
| phenson. 


Hadley Joins Tullis 

| Bob Hadley, formerly on the 
advertising staff of the Hollywood 
Reporter, has joined the Tullis 
Company, Hollywood, as an ac- 
count executive. 


Iiicks Firm Moves 


Jos. W. Hicks Organization, pub- 
lic relations and industrial rela- 
tions counsel, has moved its Chi- 
cago office from 333 N. Michigan 


Ave. to the Chicago Board of 
Trade building, 141 W. Jackson 
Blvd. 


‘Golden State Ups Hale 


Clarence E. Hale, sales promo- 
tion and advertising manager of 
Golden State Company, San Fran- 
cisco, has been appointed general 


| sales promotion manager in charge 


of all sales promotion, advertising 
and merchandising activities of 
the dairy products company. Don- 


ald M. Lawton has been promoted. 
to advertising manager, and Sand- 
erson Smith has been named as- 
sistant advertising manager. 
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1947 


AUTOMOTIVE STATISTICS 


1947 NEW 


A COMPLETE ANALYSIS 
OF LOS ANGELES AND 
SOUTHERN CALIFORNIA 


CAR REGISTRATIONS . .. 


Qverterly ond dete 
by mokes, by counties ond 
by economic oreos 


PASSENGER 


LOS ANGELES EVENING 


elected vice-president of the Mod- | 


ern Ad Service, New York, 


ST. PETERSBURG 


OF THE 
Tampa-St. Petersburg Market 


in Retail Sales! 
2nd ONLY to MIAMI 


The Tampa-St. Petersburg Urban Market 
S again 2nd only to Miami in retail sales 
in the entire state. 


Yo Of SALES are ST. PETERSBURG 


Remember—45% of the Tampa-St. Peters- 
burg retail sales are made in St. 
burg—$120,577,000.00. 


TAMPA PAPERS DO NOT 
COVER ST. PETERSBURG! 


You Need 


Che Evening 
Independent 


- to cover the evening field. No Tampa 
newspaper has as much as 600 average 
daily circulation in St. Petersburg. 


Represented Nationally by 
DELISSER, INC. 


Peters- | 


| 
| 
| 


Prepared by THE BUSINESS RESEARCH DIVISION 


HERALD-EXPRESS 


me 


by makes and by counties— 


| Everything you want to know about 


1947 new car registrations in Southern California: 


— quarterly and annual data broken down 


—data for the Los Angeles Metropolitan District 


broken down by makes and by Economic Areas— 


| 
| 
} 


| 


| 
| 


| 


| 


} 


Ungeles 


| Plus total passenger car, motor truck and 


A request on your letterhead addressed 
to our Business Research Division will bring 


a copy of this twenty-page analysis. 


trailer registrations—and data on gasoline consumption. 


HERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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ABP Approves 


Business Press 
Readership Study 


Hor Sprincs, Va.—Final ap- 
proval of the Continuing Study 
of Business Paper Readership 
highlighted the 23rd annual meet- 


ing of the Associated Business Pa-| 
pers, which closed May 29 at the) 


Homestead. 

ABP’s executive committee ap- 
proved a grant of $17,500 to 
finance a major share of the costs 
of the first regular business paper 
study during the coming year. The 
business paper selected for the 
study will pay $2,500, the remain- 
der of the $20,000 to be expended 
for the study under the supervi- 
sion of the Advertising Research 
Foundation. 

ABP has contributed $35,000 to 
finance preliminary research and 
pilot studies of Chemical Engi- 
neering and The Foundry during 
the past two years. 

Otis A. Kenyon, chairman of 
the board of Kenyon & Eckhardt, 
urged the business paper publish- 


| ers to carry on as many studies as, 


possible within financial limita- 
tions without curtailing the scope 
of the studies or relaxing on the 
'foundation’s validation. 

Mr. Kenyon said that the forth- 

| coming studies will enable adver- 
| tisers to learn how many people 
| read typical issues of business pa- 
|/pers according to business func- 
tions and connections; the extent 
|and nature of pass-along reader- 
| ship; the extent of advertising 
/readership and the nature of busi- 
ness paper readership. 

H. L. Fisher, president, Rickard 
& Co., reviewed demand for the 
readership studies from advertis- 
ers and agencies. He said that the 
readership project is essential to 
help today’s complex industry 
understand its structure and its 
buying and readership habits; to 
minimize the financial risks in in- 
dustrial advertising, and to give 
management facts on which to 
base advertising expenditures. 

A. W. Lehman, managing direc- 
tor, Advertising Research Founda- 


scale business paper study would, Paul Wooton, president of the Na- 
cover a fall issue, and would be tional Conference of Business Pa- 
completed for publication within per Editors. They emphasized the 
the next year. Arnold Friedman, pioneer publisher’s contributions 
publisher, Chain Store Age, chair- | through the establishment of high 
man of the ABP research commit- editorial, circulation and adver- 
tee, enthusiastically urged support tising standards. 
for the readership project as a The ABP members elected the 
cornerstone of ABP’s educational following officers: chairman of the 
and promotional efforts. board, Andrew J. Haire, Haire 
Publishing Company; president, 
E. F. Hamm, Jr., Traffic World; 
The publishers also approved vice-president, P. M. Fahrendorf, 
continuation of ABP’s promotional Chilton Company, and treasurer, 
campaigns addressed to the ad-| George O. Hays, Penton Publish- 
vertising fraternity and to top| ing Company. Col. Willard Chev- 
management along the lines car- | alier, McGraw-Hill Publishing 
ried’ out during the past two years Company, was elected to the ex- 
under the chairmanship of W. K. ecutive committee to fill the vac- 
Beard Jr., McGraw-Hill Publish- ancy caused by the automatic re- 
ing Company. A membership vote |tirement of M. A. Williamson, 


approved a restatement of ABP chairman of the board of ABP for 


promotional objectives. 
Memorials to the late James H. the past year. The officers and 


McGraw Sr., founder of the Mc- Robert B. Luchars, Machinery; 


Graw - Hill Publishing Company James G. Lyne, Railway Age; 
and a past president of ABP, were Judd Payne, Architectural Record, 


presented to Curtis McGraw, his| and C. E. Price, Keeney Publish- 


Hamm Named President 


'son, by Andrew J. Haire, retiring ing Company, were reelected to 
tion, predicted that the first full-| 


president of the association, and the executive committee. 
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A. Adclub Elects 


| TT. L. Stromberger, West-Mar- 
quis, Inc., has been elected presi- 
dent of the Advertising Club of 
|Los Angeles. Others elected are: 
lst vice-president, Richard C. Rus- 
sell, advertising manager of the 
| Los Angeles Downtown Shopping 
| News; 2nd vice-president, Haan J 
Tyler, sales manager of Station 
|KFI, and secretary-treasurer, Le- 
land A. Phillips, advertising man- 
ager of the Grand Central Public 
' Market. 


Industrial Men Elect 


The St. Louis Industrial Mar- 
keting Council has elected Ken- 
neth J. Bayer, Oakleigh R. French 
& Associates, president. William 
B. Gordon, Ad-Craft, Inc., has 
been named vice-president, and 
|Charles F. Cooley, Alco Valve 
|Company, secretary-treasurer. 


Joins Bass-Luckoff 
Joseph Elson, formerly with 
|'L. H. Hartman Company, New 
York, has joined Bass-Luckoff of 
|/Hollywood as traffic coordinator 
‘in charge of production. 


Th 


Why Are 
Some Women 
More 


Responsive 


an Others? 


By 
VICTOR INNES 
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RCA Will Study 


tunity to compare for the first time 
the service possibilities of ultra- 


Rapid Copy Sells 


just as on a school blackboard. | 
|The photograph can be used re- 


st-Mar- . 
. e ~ high frequencies with those of the | = = peatedly. 
High Frequencies present lower-band commercial N ew Visual Aid 
C. Ru. for Video Use | If the experiments show the in Sales Training J. A. Grant Elected 
of the New York—The Radio Corpora- practicality of ultra-high frequen- CHicaco—A new “photographic| J. A. Grant, circulation manager 
hopping BH tion of America last week moved | cies for television, present sets can | blackboard” is being introduced of yr 8 Times, was elected 
Haan J. i 4, expand the number of radio|pick up both high and low-fre-|here as a visual aid in training President of the Pacific Northwest 
Station frequencies available for television | quency programs by the addition) sales and office personnel in the 
Publi experimental station in Washing- | gene, Ore. Other officers are) 
ic ton to be operated on an ultra-high Transmitting equipment has | The device, called the RCS | Wilby M. Durham, Deseret News, | Because BSN brings news that its read- 
frequency. |been completed and the tests will| Eraso Print, was developed by | Salt Lake City, Ist vice-president;| ers convert into sales, it’s the best mes- 
“Results of the tests,” Dr. C. B. begin as soon as the FCC author-| Rapid Copy Service here, photo-|S. A. Buchanan, Herald, Leth-| senger for your sales-message. 
Jolliffe, executive vice-president izes construction—around Sept. 1, | graphic, photostat and offset print- bridge, Alberta, 2nd _ vice-presi- | 
1 Mar- 9 jin charge of RCA _ laboratories, RCA expects. ing house, and is being sold to yom = E. Clark, Spokane 
i Ken- .aid, “should provide further in- personnel training directors in de- 
French formation on the problems in-| A partment and other large 
William : 5 Join ‘Kaleidoscope’ ‘ circulation manager, Oregon Jour- 
t, and vision aleidoscope, New York, -| 
Valv megacycles.” added five to its advertising staff: | graphic blackboard” is as follows: 
rer. , The experimental station will be | Dorothy Luyster, formerly with| A photograph is taken of a sales GF Names Prout 
set up in the Wardman Park Hotel, | Vogue; J. Stewart Carswell, for-| order or office form. The photo-| William W. Prout, formerly ac- | 
location of NBC’s commercial sta- merly with Glamour; Ha rrie t | graph is blown up to a giant pos- count executive of Hanly, Hicks & 
tion, WNBW Train, formerly with Harper’s Ba- | ter size and is coated with a ma- Montgomery, New York, has been 
with zaar; Edgar L. Marsten, formerly | appointed associate advertising 
| Ne Simultaneous operation of these with MacArthur Advertising| terial that permits writing on it| manager for Log Cabin syrup, La 
koff a two stations on 67 megacycles and | agency, and Edmund B. Ross, for- | With a colored pencil. The writ-| France bluing flakes and Satina : , " 
dinator | 510. megacycles, Dr. Jolliffe said,|merly with Pan American Air-| ing may be erased by the training) ironing starch at the General| —thet you're im business to de business; 
will give engineers an oppor-' ways. instructor with a rough, dry cloth’ Foods Corporation, New York. that you're on the lookout for immediate 
sales. 


Here are some interesting case histories that 
shed new light on a very, very old subject 


KNOw experts, mostly men, who claim that some 

women are more responsive than others because 
they’re just naturally born more alive and alert. 
Psychologists tell me it’s the way some gals live 
that makes them more vital and vibrant. 

I wonder. Couldn’t it be that some women are 
more responsive because their days, desires and 
dreams are pleasantly stimulated ? 

Speaking personally, I couldn’t (and wouldn’t! ) 
say. But speaking for a magazine—Holiday—I have 
a pretty good answer. 

You see, the women who read Holiday are Amer- 
ica’s most responsive women. And here, I believe, 
is the reason: Holiday stimulates them, puts them 
in a responsive frame of mind. 

I’ve dug out some case histories that bear this out: 


Not tomorrow, but now. Let 
BSN help you do it! 


Tip to women: Look for the special fashion features # 
for you in gorgeous, exciting Holiday. 


—when you use the same avenue 
of communication your 
customers do 


Holiday's more than 800,000 families are 
America’s most responsive market. Why? 


‘*A wonderful response from women,” writes a 
Read this list of seven contributing factors: 


bathing suit designer. ‘‘Our ad pulled at least 25% 
more than any we had previously run in any of the 


2 k = 1. Holiday families are alert, intelligent . . . 
top fashion magazines. 


eager for new experiences. 
And from a home equipment manufacturer: ‘‘ Re- 


sults far exceeded our greatest expectation .. . for 
dollars expended, the return was much greater than 
from any other medium we have used.” 

A woman’s shop had this to say: ‘‘ Received 384 
mail orders for the shorts and bra . . . in addition, 
we had 362 sales from customers who came into 
the store as a direct result of our ad!” 

I have a P.S. to this: Women aren’t the only ones 
who get excited about Holiday and what they find 
in it... it’s a family magazine. And it opens up 
new vistas of better living for more than 800,000 
_ of America’s finest families. | 


2. Holiday families are community leaders. 

3. Holiday is read by all the family...equally 
interesting to men and women. 

4. Readers prize their copies, read and re- 
read them for pleasure and reference. 


5. People read Holiday in a relaxed, respon- 


sive holiday mood. | , 
You can spread the prestige of your 
pages for ideas...find there a wide variety | the biggest success 


of products and services. 


7. Holiday is ‘‘America’s Most Beautiful 
Magazine.”’ A Curtis Publication. 


THE MOST RESPONSIVE MARKET TODAY IS EXCLUSIVE WITH HOLIDAY 


Don't bolster your sales quota—Beat iff 
Use BSN where the cash customers are 


looking for you. 


The fight is on tor the same dollar. it's 
_ @ healthy fight. Make it profitable. Use 
the Ist paper 
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Agencies Hear 
Media Criticism 
at L. A. Meeting 


Los ANGELES—Media relations of 
agencies in southern California 
have been a continuing problem 
which is still to be solved, speak- 
ers agreed at the seventh annual 
spring convention here of the 
Southern California chapter of the 


American Association of Advertis- | 


ing Agencies. 
Responding to request of agen- 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves national ad- 
vertisers with keen human-interest stories 
their products. Popular, interesting, 


ALEXANDER McQUEEN 
5222 N. lakewoed, Chicage 40, 
Phone RAV. 9010 


cies for expression of causes of 
irritation, media representatives 
gave these chief criticisms: (1) 
There is an increasing tendency 
for agencies to ask media to stand 
the loss when clients default; (2) 
too much reliance is placed on sta- 
tistical standards when buying 


‘time or space; (3) the poor quality 


of production or art supplied to 
media often raises costs unneces- 
sarily; (4) the use of the same ad- 
vertising in all media prevents an 
individual medium from doing the 
most effective job among the spe- 
cialized groups it reaches; 
when an agency calls in represent- 
atives of media for help in plan- 
ning a campaign, too often, either 
intentionally or ‘otherwise, the 
agency fails to give the representa- 
tive all information necessary if 
constructive suggestions are 


/sought. 


Start Is ‘Significant’ 


In the only direct reply, J. C. 
Cornelius, vice-president of Bat- 


'ten, Barton, Durstine & Osborn, 
‘Minneapolis, said that although he 


(5) | 


felt the media have “pulled their 


shots,” 
was the start of a “significant 
thing” and that rext time he hopes 
media will rot hold back. 
Charles Storke, Santa Barbara 
News Press, 
sentative cf a 
ondary market, said that 


ing their markets, depend too much 


upon statistical standards. Adver- 
tising executives should get out 
A 


and see markets themselves. 


he believed the meeting 


‘peaking as a repre- 
medium in a sec- 
“time 
buyers and space buyers, in select- | 


but because mats do not shrink 
uniformly, good register is diffi- 
cult. Art work which does not 
require hair-line register will cut 
their make-up costs and can be 
just as effective for the advertiser, 
Mr. Storke said. 


Independents Worth While 


Cal Smith, vice president and 


|of radio has suffered and its gross, 
too, because in the past stations 
|have been forced to take bad ac. 
counts in order to get good ones 
The recently enacted NAB Code 
can overcome this but it can be 
worked out only through coopera- 
|tion of media and agencies work. 
‘ing together. 


Judging Community Papers 


general manager, KFAC, Los An- 


geles, said although Four A’s agen- 
cies buy little time on independ- 
‘ents, he believes independents can 


media man in New York often gets|be used profitably if character- 


no farther from his office than a 
home in New Rochelle whereas if 
he would come out here once in 


listics of programming of individ- 
ual stations are taken into account. 


A trend to specialization is now 


a while he would see how differ-| under way which will accentuate 


ent are the people, the topography, |station’ characteristics, 


the economic conditions.” 

He expressed the opinion that 
most complaints about position, 
adjacent advertising, etc., are made 
as a matter of policy rather than 
for a just reason. Poor impressions 
are too often the fault of adver- 
tisers who send poor mats which 
result in plates requiring heavy 
inking. Color increases readership, 


he said. 
|Some concentrate on sports, others 
on classical music, etc., and each 
builds a specialized audience which 
can best be sold by directing a spe- 
cific message rather than using 
the same one on all stations. 

Mr. Smith said there are an in- 
creasing number of agencies which 
try to make stations stand the loss 
when clients default. The prestige 


for aggressive advertising-intensive selling 
this 


@ The Advertiser, Address, 
Capitalization 


Products with Trade 
Nomes 


Corporate Executives 
Advertising Manager 


Sales Manager 

Printing Buyer 
Advertising Agency 
Handling Account 
Account Executive 
Advertising Media Used 
Advertising 
Appropriations 


Choracter, Extent 
of Distribution 


13,000 advertisers and their agencies 


When you want basic sales facts instantly about the Companies 
and their Agencies who spend 95% of every national advertising dollar 
— facts to help you plan your advertising and selling for profit — you 
need the 1948 STANDARD ADVERTISING REGISTER. 


All in one volume, cross-indexed for ready reference, all 13,000 Com- 
panies with executive personnel, 12,000 brand names, 47 product 
groups, indexed by 82 classifications. Here are the facts you need to 


analyze your competition, or solicit the Advertiser or Agency by person 


or mail. 


WEST 42nd 


New York 18.N 


NATIONAL 


AGENCY 
LIST 


Standard source of in- 
formation about 2,000 
U. and Canadian 
advertising agencies 
with list of their rec- 
ognition, personnel, 
and over 30,000 
clients. Issued three 
times a@ year — the 
AGENCY LIST is part 
of STANDARD’S com- 
plete service or 
may be purchased 
separately. 


Free 


Write for colored ilius- 
trated booklet giving 
full information about 
the STANDARD ADVER- 
TISING REGISTER and 
Supplementary Services. 
it’s yours for the asking. 


REGISTER PUBLISHING CO., Inc. 


| According to Paul T. Ferrer, 
'vice-president of Wave Publica- 
tions, community newspaper pub- 
\lisher in the Los Angeles area, 
‘agencies have a clear impression 
‘of all other media, but not of com- 
munity newspapers because they 
so greatly. 

Admitting there are many such 
publications which are not a good 
buy, he set up several measure- 
ments for determining if a specific 
community newspaper is an effec- 
tive advertising medium. News ob- 
viously supplied by readers indi- 
cates acceptance and a place in 
the community. Volume of classi- 
fied advertising shows effective- 
jness. Amount of local advertising 
‘is a direct check because local mer- 
chants are hard to sell advertising 
to, and when they buy they de- 
/mand results. 
| Milline comparisons are fair only 
when they are made with media in 
|comparable markets, Mr. Ferrer 
| said. News is always welcome but 
advertisers should remember the 
| publisher “can’t sell it if he gives 


| it away.” 


Defines Sound Agency 


“A sound agency is one with 
good business management, high 
professional standards, and a rec- 
ognition and use of research pro- 
vided by media,” stated Carl Dy- 
singer, manager of the Los Angeles 
office of McGraw-Hill Publishing 
Company. His company has no 
list of recognized agencies and ac- 
cepts those recognized by ABP 
and other media groups. Policies 
are flexible; if an agency asks for 
commission but does not have such 
recognition, the agency is asked to 
join ABP and is given commission 
immediately if McGraw-Hill 
thinks it is bona fide and will 
meet requirements. 

Two recommendations were 
made by Larry Lane, publisher of 
Sunset. First, agencies should give 
greater care to new accounts so 
they can be carried through any 
drop in business activity; partic- 
ular attention must be given to 
distribution and merchandising 
back of advertising. Second, Mr. 
Lane suggested, special copy for 
specific magazines will greatly in- 
crease readership as proved by 
Starch figures. 


Gayner Speaks 


When a radio department is set 
apart from the media department 
it tends to set up a competition 
which can destroy the proper bal- 
ance necessary in planning any ad- 
vertising program, declared Syd- 
ney Gayner, general sales man- 
ager, Don Lee Network. The best 
way to build an effective cam- 
paign, he said, is to call in all the 
networks when a program is 1! 
the planning stage and ask for 
suggestions. When this is done, fu!! 
information should be given each 
representative so he can be guided 


in making suggestions that will be 
resultful. 
| . Information is needed on e*- 
| 
remember 
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tent of distribution, who buys the 
product, how often, and special 
problems, Mr. Gayner said. He 
urged that, after a program and 
network have been selected, the 
agency call other media repre- 
sentatives and tell them what was 
bought and why. This makes good 
relations; reading of the decision 
in the trade papers doesn’t, he said. 

“Equal emphasis on both quali- 
tative and quantitative measure- 
ments of media,” was requested by 
Robert L. Smith, associate publish- 
er and general manager of the 
Los Angeles News. He also asked 
for open-mindedness to the extent 
that established media are given 
an opportunity to tell their story 
to a responsible executive. Mr. 
Smith said he is eager to see that 
more agencies have “approach- 
ability” so selling costs can be 
lowered. 


Gamble, Duffy Speak 


In opening the evening session, 
Frederic R. Gamble, Four A’s pres- 
ident, recalled that the Four A’s 
had been organized at the request 
of media, and reviewed the history 
of the organization. He said it 
was hoped the meeting would 
make some contribution to the 
problem of media relations. Some 
discussion following the afternoon 
meeting had developed the sug- 
gestion that a central media office 
be set up for handling all media 
complaints, he said. 

Three basic standards for an 
agency were set up by Ben C. Duf- 
fy, president of Batten, Barton, 
Durstine & Osborn, and chairman 
of the recently appointed national 
committee on media relations. An 
agency must be free of control by 
the advertiser or any media owner; 
all commissions must be kept 
with no rebates, and the agency 
must have capacity to meet finan- | 
cial obligations, he said. 

Objective of the committee is to 
spread greater understanding of | 
agencies among media to the end | 
there will be greater understanding | 
of the agency structure. Present- 
ing charts showing various recog- 
nitions of a total of 2,098 agencies | 


nationally, Mr. Duffy said size 
should be no factor in meeting 
standards, and small agencies | 


should be able to attain them as 
well as the larger ones. 


Asks 2 Questions 


As an indication of some of the 
problems of the committee, Mr. 
Duffy threw out these questions 
saying they represent his personal | 


It's 


in Savannah 


. .. and in the homes of 


over a million people, in 79 
counties, of the great 
seaboard 


Georgia-Carolina 


market. 


AFFILIATE 


830KC - SOOO wWaTTS FULL TIME 


| thinking: 


toward radio? 


“Does ownership of a 
radio show influence a leaning 
Are networks in- 
fluenced by the ownership of a 


|lshow in allotting time?” He said 
that in a business where opinion is 
isuch a factor, such situations in- 
|dicate the possibility that the best 
|interests of the advertiser may not 


be served. 
The almost unanimous practice 
of allowing agency commissions is 


a tribute to service performed, Mr. | 
sion was Alfred Rooney, vice-pres- | clarify the publication’s coverage 


Duffy continued. At present there 


are’no serious problems concerning 
commissions except agency recog- 
nition, he said. Insistence upon 
standards is a favor to media. Cit- 
ing the growth of agency business, 
Mr. Duffy said they should be 
proud, not fearful. 

Evidence of the need and value 
of agency service is found in the 


‘fact that many agencies are older 


than the companies they serve, he 


| observed. 


Chairman of the afternoon ses- 


ident and West Coast manager of 
Lennen & Mitchell, and vice-pres- 
ident of the chapter. 

Carl K. Tester, general man- 
ager, Philip J. Meaney Co., chap- 
ter chairman, directed the evening 
program. 


Changes Name 


Dental News, Minneapolis, has | 


changed its name to Dental Indus- 
try News, effective with the June 
issue. The change was made to 


of the dental industry, including 
manufacturers, jobbers, wholesal- 
ers, retail dealers and salesmen, 
rather than dentists. 


VIC TAKE & ASSOCIATES 


ARCADE BL0G SAINT LOUIS 


AMERICA HAS COME A LONG WAY IN THE PAST FIFTY YEARS 


‘... and with this equipment, I can deliver the best job in town!”” 


better educated than their parents and grand- 


Of course, his press probably had to be hand- 
fed, a single sheet of paper at a time. He prob- 
ably set his type from handwritten copy. And 
more than likely he scrubbed his hands when 
the printing was finished, and did any necessary 
folding and assembling himself. During the 90’s, 
this was ‘‘modern’’ printing procedure! 


Today —just a short fifty years later —the 
printer’s lot is a very different one. All his 
equipment is streamlined for speed and efficien- 
cy. There’s exactly the right paper for every 
process, every purpose. He can even feed huge 
rolls of it into his 4-color press which prints, 
cuts, folds and binds—all in one operation! 


And who benefits from this progress? 


The millions of people who read for instruc- 
tion and for pleasure. The millions who are 


INT PERNATIONAL PAPERS 


parents. The millions of socially alert, politi- 
cally informed Americans who are living a good 
life today —insuring a better one tomorrow. 
International Paper Company, 220 East 42nd 


Street, New York 17, N.Y. 
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THE WESTERN 
FARM LIFE 
PRODUCING MARKET 


The “Sure-Crop Area” holds a secure second- 
place in Cattle Production in the U. S. Amer- 
ica's top three farm markets rank in this order: 

Texas 8,578,000 head 
“Sure-Crop Area” 6,977,000 head 

lowa 4,722,000 head 
Wyoming stands first in The “Sure-Crop Area” 
with 2,509,000 head. Other states: Colorado, 
1,897,000; Utah, 1,616,000, and Western Ne- 
braska, 176,000. 


This important livestock market is served 
by THE WESTERN FARM LIFE, one of the 
Nation’s leading Farm and Livestock publica- 
tions. In the 8 Mountain States: first in Circu- 
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| product illustration in color, done 
\for P. Ballantine & Sons; Joe 
Kaufman for the best advertising 
| cartoon, done for the Nationa) 
Broadcasting Company; Irving 
|Penn, for the best editorial illus. 
\tration in color done for House 
Garden, and Jan B. Balet for the 


Win 5 of 8 Art 
| Club Awa rds | best humorous illustration in color 
| ‘done for Seventeen. 


‘ , and art director, Botsford, Con- 
| New Yorx—Five of the eight|stantine & Gardner, New York 
major awards in the 27th Annual| received the Kerwin H. Fulton 
| National Exhibition of Advertis-| award for the best 24-sheet poster 
and Editorial Art which| design with Al Parker’s bathing 
|opened on June 1 here, went to|suit girl, for Jantzen Knitting 


Radio, Magazines 


lation; first in Advertising Linage; first in 


network and magazine artists. | Mills. 
Reader Service. 


Art Directors Club medals de-| 
signed by Paul Manship were pre- | Traces Art Director’s Role 
sented by retiring president Paul; Awards of distinctive merit 
| Smith at a luncheon held June 1| were made to 16 other artists and 
at the Waldorf-Astoria Hotel to: | art directors for winners in spe- 

William Golden, for the best cialized entry classes. Some 300 
complete design of a booklet done| pieces of artwork in 24 editorial 
for the Columbia Broadcasting/ and advertising categories, select- 
| System; Miss Cipe Pineles, art di- ‘ed from among 7,000 entrants, 
rector, Seventeen, for the best | will be on display at the Grand 
complete magazine editorial de- Central Art Galleries here through 
|sign; Carl Paulson, for the best | June 19. All the work exhibited 


ne THE WESTERN FARM 
LIFE—Circulation 131,592 


in “The Sure-Crop Area” DENVER, COLORADO 
—— National Representative: THE KATZ AGENCY, Inc. 


New York Chicago Detroit Atlanta Dallas 
San Francisco Los Angeles 


| will be included in the 27th An- 
/nual of Advertising Art, a volume 
‘issued by the Art Directors Club. 
' Don Francisco, vice-president of 
\J. Walter Thompson Company, 
|/was guest speaker at the awards 
|luncheon. Tracing the art direc- 
- |tor’s role in advertising, Mr. Fran- 
‘cisco said, “The art director, who 
once got carbon copies of the 
manuscript and was told to make 
|layouts, has now become an im- 
portant contributor in making of 
|advertising and editorial plans.” 

Probably no two fields in ad- 
|vertising and publishing have ad- 
| vanced further in the last 25 years 
than art and research, Mr. Fran- 
cisco said. “They may seem to be 
at opposite ends of the creative 
poles, yet they are closely re- 
lated,” he said. 


EREENWELL 


LAST 
GAS STATION 


American Home Names 
Replogle and Dosch 


Homer Replogle, general sales 
manager of American Home Foods, 
New York, and E. Lloyd Dosch, 
|merchandising manager of the 
company, have been appointed 
| vice-presidents in charge of sales, 
and merchandising and advertis- 
|ing respectively. 
| G. F. Chambers has resigned as 
| vice-president of sales of Ameri- 
‘can Home to become owner and 
| publisher of the Inter-Borough 
Press, Spring City, Pa. 


Tri-Boro to Lee-Murray 
Tri-Boro Enterprises, Inc., Co- 

rona, N. Y., manufacturer of the 

Genial Host electric refrigerator 


In State A, where Here and There are often farther apart than breakfast 

and lunch, the average car-owner burns up more than twice as much gasoline as his 

brother in State B, where things are closer together. He’s twice as good a bar, has placed its advertising with 
Lee-Murray Advertising, New 


customer, too, for oil and tires and batteries—and he needs a new car a lot sooner. York. Newspapers, magazines, 
trade publications and direct mail 
will be used. 


Joins ‘This Week’ 

Jay L. Hammen, formerly with 
Parade, has joined the Detroit 
sales staff of This Week Maga- 
zine. 


But wherever you go, you'll find that newspapers conform to these local tastes Canadian R&R Moves 


and habits—are, in fact, part and parcel of them. That’s why it makes so whe Tevante effae of Ratheeut 


much sense to do your advertising on a market-by-market scale in this great local bangs moved to 2 Toronto St., on 
e lil. 


Markets differ like that for many products, for almost everything. Oatmeal to 
lipsticks, tomato sauce to chocolate bars, show local contrasts just as striking. 
Geography, climate—even the relative hardness of water—make worlds of difference 
in the way people buy and the way markets pay off. 


medium—especially today, when your primary purpose in advertising is 
most probably to sell. 


How about your advertising—is it paying off the way it should? In more sales? 
At lower cost? You'll answer “yes” if your basic planning is built on the 
fundamental fact that... 


In any case, the Bureau of Advertising, ANPA, is ready and anxious to help you 
locate the customer markets for your product. We're at: 370 Lexington Ave., N. Y. 17, 
Murray Hill 5-8575 * 360 N. Michigan Ave., Chicago 1, State 8681 ° 

240 Montgomery St., San Francisco 4, Exbrook 8530 


Published by The Detroit News in the interest of more effective advertising. 
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Joins Westinghouse 

R. D. Lindsay, former city edi- 
tor of a newspaper in Lorain, O., 
has been appointed advertising 
supervisor for the water heater 
and kitchen utilities department 
of Westinghouse Electric Appli- 
ance division, Mansfield, O. 


Warner Appoints Gotham 


Warner Brothers Company, 
Bridgeport, Conn., maker of bras 
and corsets, has appointed the 
Gotham Advertising Company, 
New York, to handle export ad- 
vertising. 


Editors to Hear 
about Delicacies 
at Food Meeting 


New York—Newspaper readers 
throughout the country should 
know soon what it’s like to dine 
at the Waldorf-Astoria here. 

The nation’s newspaper food 
editors will meet at the hotel Sept. 
27 to Oct. 2 to hear an address on 
fine foods by Phillipe, the hotel 
chef, and to see and taste deli- 


‘eacies prepared in the Waldorf 


First Choice for More Than 27 Years 


MONTHLY by THE 


of the Furniture 
Industry. One 
of America's 
finest Business 


papers. 


RENO “COMPANY 


4753 N. Broadway * Chicago 40, 


kitchens. They also will hear ad- 
dresses on new developments in 
the food industry by executives of 
22 leading food manufacturers, 
processors and organizations in 
related fields. 

J. H. Sawyer, Sawyer-Fergu- 
son-Walker Company, is chairman 
of the conference, which is spon- 
sored by the New York chapter of 
the American Association of 
Newspaper Representatives and is 
aimed at giving editors new culi- 
nary suggestions and menus for 
their food columns. 


Sales Managers Elect 


Fen K. Doscher, vice-president 
of the Lily-Tulip Cup Corpora- 
tion, has been elected president of 
the New York Sales Managers’ 
Club, succeeding Carol Lyttle, 
manager of the Dictaphone Cor- 
poration. Frank W. Lovejoy, sales 
executive of the Socony-Vacuum 
Oil Company, has been elected 
vice-president; G. Lloyd King, 
sales consultant, Lamont Corliss & 
Co., treasurer, and J. William 
Johnson, sales executive of Den- 
nison Mfg. Company, secretary. 


Klaus Joins Dana Jones 

Erwin H. Klaus, head of E. H. 
Klaus & Co., Los Angeles research 
organization, has dissolved the 
company and joined Dana Jones 
Company, Los Angeles, as direc- 
tor of research and media. 


Whatever your product, there’s a bright future 


for it in Florida. 


Every new survey draws the same 


striking picture—Florida is a growing market and 
an all year ‘round market. 


Expanding industry, agriculture and business are 


endar. 


and Tampa. 


the highest in the South. 
drug store sales, retail sales and other important 
indices showed substantial gains over 1946° 


You can reach your Florida market best through 
Florida’s three big morning dailies. 
effective, low-cost family coverage where more than 
70 per cent of Florida's retail dollars are spent— 
from 20 to 100 per cent family coverage in 45 of 
Florida's 67 counties, including saturation coverage 
in its three major markets—Miami, Jacksonville 


providing increased payrolls right around the cal- 
Florida’s per capita purchasing power is 


In 1947 food store sales, 


They give you 


See Sales Management 1948 Survey of Buying Power 


_ LOWEST cosT “COVERAGE 
S TOP MARKETS 


Wilson In-Store 
Display Service 
Being Licensed 


Houston — National Point - of - 
Sale Label Service, Inc., which 
will soon complete its first year 
of operation in the Houston area 
(AA, Sept. 1, 1947), plans to ex- 
pand its “Wilson system” soon to 
other areas, according to Joe W. 
Edwards, vice-president and gen- 
eral manager. 

National will continue to oper- 
ate the plan in the Southwest. The 
first licensee probably will be in 
the middle Atlantic states. 

The number of grocery stores 
under contract or committed to 
use this in-store display service 
expanded from 198 in Houston on 
July 1, 1947, to 342 in Greater 
Houston, 19 in Beaumont, 45 in 
Port Arthur and 30 in Galveston 
last April 1. 

The first advertiser was Mrs. 
Tucker’s shortening. By April 1 
the list had been expanded to in- 
clude Armour’s Dash dog food, 
Chiffon soap flakes, corned beef 
hash, chili con carne, Treet and 
Vienna sausage, as well as Ameri- 
can Maid flour of Arrow Mills, a 
Houston company, which during 
the war sold its entire output to 
the government. 


Provides Sales Inventories 


The plan involves guaranteed 
circulation, with participating re- 
tailers agreeing to install 11x28- 
inch cards and wall posters of 
advertisers and to stock their mer- 
chandise. Sales inventories of 
each store are provided. Rates to 
advertisers average about six 
cents per thousand circulation on 
wall cards and about seven cents 
on wall posters. The stores are 
paid by the service for their par- 
ticipation. Advertising agencies 
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receive 15% commission, plus 2% 
cash discount. 

A major part of the plan is sales 
inventories. “Ultimately,” Mr. Ed- 
wards said, “we intend to com- 
pete with A. C. Nielsen Company 
on this across the board.” 

He pointed out that sales of 
Dash dog food, for example, in- 
creased 200% in these stores in 
the first 10 weeks of its participa- 
tion, as compared with the pre- 
ceding 10 weeks, and that Ar- 
mour’s Chiffon soap sales rose 
183% in the first 16 weeks. 

During a Chiffon consumer con- 
test last spring, he added, when 
its sales level in the nearby Dal- 
las-Fort Worth area was 2% less 
than the national average, Chiffon 
sales in the Houston area were 
66.3% more than the national 
average. 


Newsprint Gains 15.2% 
in April ‘48 over ‘47 

Stocks of newsprint on hand 
and in transit at the end of April, 
1948, dropped to 31 days’ supply 
for daily newspapers reporting to 
the American Newspaper Publish- 
ers Association, representing a de- 
crease of one day’s supply com- 
pared with stocks on hand at the 
end of March, 1948. 

Daily newspapers reporting to 
the ANPA consumed 342,572 tons 
of newsprint during April, 1948, 
compared with 297,461 tons in 
April, 1947. This was an increase 
of 15.2% over April, 1947. The 
total estimated newsprint con- 
sumption in the United States for 
April, 1948, was 447,807 tons. 


To French & Preston 


John R. Marple Company, West- 
field, N. J., distributor for the 
Hushpuppy Corporation of Amer- 
ica, has appointed French & Pres- 
ton, New York, to handle adver- 
tising for Thompson’s Fireside 
Hushpuppy mix. The account was 
previously handled by Peter Hil- 
ton, Inc., New York. 


It’s still done some- 
times! In 1946 a young 
man rode from his home 
in Franklin, Tennessee 
to California on horse- 
back, using eleven horses 
and several months in 
the process. The young 
man deserves congratu- 
lations but most of us 
would choose a more 
modern method of trans- 
portation. 


Ever cross the country 
on a horse? 


You can do it (with a strong horse 
and a strong back!) but it's pretty 
slow going. 


And it's pretty slow going trying to 
reach the big Nashville market by any 
other means than through its two 
great news 
VILLE TEN 
BANNER. 


apers ... THE NASH- 
ESSEAN and NASHVILLE 


The Nashville Newspapers cover the 


ground thoroughly and ra 
Middle Tennessee and in 


idly in 
ashville, 


THE MONEY TOWN OF THE SOUTH. 
Make us prove it... ask a Branham- 


NaSHvILLE City Zone PoruLaTiON 


NASHVILLE MARKET POPULATION 


LOCAL INDEX: Effective buying 
Nashville market increased over one hundred million 


income in the 


’ dollars ($100,000,000) in 1947, over 1946!!! 


Nashville Banner The Nashville Tennessean 
Evening 


Morning» Sunday 


NEWSPAPER PRINTING CORPORATION, AGENT 
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Presents the Most 
Responsive Audience of 


Men Available Today... 


*A sportsman with an appreciation of the finer things 
of life — and the leisure and means to enjoy them. 


For instance, a recent survey shows that Spend-o- 
crats have a 65% greater interest in social life and 
night club activity. 
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*A sportsman with an appreciation of the finer things 
of life — and the leisure and means to enjoy them. 


For instance, a recent survey shows that Spend-o- 
crats have a 65% greater interest in social life and 
night club activity. 
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*From trade paper announcements 


to their dealers. 


* "...after 10 consecutive seasons 
we're still using THIS WEEK. And 
with THIS WEEK's constantly growing 
circulation — they tell me it now 

' reaches every 4th home in America — 
“its value to us is growing from 
year to year." | 


P. W. Hine 
I. Newman & Sons 


"We never miss being in THIS WEEK 

Magazine during the most important 

selling periods of the year." 
WILLIAM L. SCHULTZ, President 
Shulton, Inc. 
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*From trade paper announcements 
to their dealers. 


* "...after 10 consecutive seasons 
we're still using THIS WEEK. And 
with THIS WEEK's constantly growing 
circulation — they tell me it now 

' reaches every 4th home in America — 
“its value to us is growing from 
year to year." 
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selling periods of the year." 
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How reach millions 


without millions 


(), your left is a toiletries company 


whom many would call a big advertiser— 
and a corset company whose advertising dol- 
lars have to have a two-way stretch. 

Both are rubbing elbows in THIS 
WEEK Magazine—and both are doing a 
big sales job. For it’s not the millions you 
spend, but the millions you reach, that 
makes your campaign big. 

Whether your budget is corset-size or 
toiletries-size, TWM can help you reach 


THIS 


OVER 82 MILLION CIRCULATION CMagagiere— OVER 19 MILLION READERS 


AND -24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


over 8% million families, 19 million readers, 
every 4th home in America. And most im- 
portant, this national magazine delivers your 
message inside of a “Sth Cover’”—the Sun- 
day newspaper where your key-city dealers 
run their own advertising. 

Let TWM and its “5th Cover” team up 
for you, and you'll find your local dealers 
can team up with you—in the very same 


newspapers that carry your THIS WEEK 


campaign. 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 


*Saturday Edition 


Des Moines Sunday Register 

The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregor Journal 
Rochester Democrat & Chronicle 
St. Lovis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Star 
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WIR Sets FM Schedule 


WJR, Detroit, began a regu- 
lar daily schedule of FM broad- 
casting on May 30. The AM 
broadcasting schedule from 7 a.m. 
to midnight is being duplicated 
over the FM transmitter at no 


additional expense to advertisers. department store sales was up 7% 


" in the week ended May 22, as 

Y&R Promotes Grier compared to the corresponding the 

John S. Grier, who joined! week of last year, the Federal Re- 
Young & Rubicam, New York, in| serve Board reports. 

1944, has been named manager of 

the merchandising department of | gained the lead in sales with a sales of last year. 


loss column. 


— in Pg Henm on the | 16% rise over the same week of | a city was that of Louisville, down | sr 
| 1947. The district was sparked | 10%, followed by Boston and Bal-| 

| by Houston’s continued high level | timore, down 5%. | 4 10 12 
of sales. For the fifth time in six| % Gate | 
MAGIC W @) RDS weeks, Houston led the cities, | Week Ending Rochester ..... “ 15 0 
with a 37 sales increase in the | Federal Reserve May May May| Syracuse ........ S rl --2 
That Sell by Mail etc « | Dest... 
that sulting from the opening of a new | Boston aa —2 | ‘District. 
torious products. We are a fully recogni store. New Haven ..... 0 9 11 IE” osbe0¢ts et 11 10 14 
mall order specialists. Established 1986 | Tulsa, which last week led the| Boston .......... 2 —7 —5 | Cincinnati ....... 
|| cities with a 24% rise over '47,| Providence 5 0 —2| Columbus at 
Plaza 7.1355 chalked up a 34% dollar volume | New York District... 4 8 8 Toledo .......... 8 10 38610 


WASHINGTON—Dollar volume of | gain, largely as a result of the 
International Oil Exposition. 

Two districts ended the week in 
The Boston 
(first) and Richmond (fifth) dis- 
tricts experienced a 2% loss dur- 
The Dallas (11th) district re-| ing the week as compared to their | 
Largest loss by | 


les 


Year of 1947 


pPreliminary. 


SALES INDEX 


1935-39 EQUALS 100- 


Week to May 22, ’48* 
Week to May 15, ’48* p292 
Week to May 8, ’48* 
Week to May 24, ’47* 
Week to May 17, ’47*. .273 


‘DEPARTMENT STORE 


p296 


. 830 


*Not adjusted seasonally. 


Gan 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Yeor Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


1 is a large volume of the kind of printing Printing Products 
Corporation is best — and organized to produce, so if in 

doubt, it is best to write or phone what is wanted and information will 

be promptly given. 

Here is complete equipment and organization to handle all or any part 

of printing orders in which we specialize—from ILLUSTRATIONS 

and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Proper Zuality 


because of up-to-date equipment and best workmen. 


Zuich Delivery 


because of automatic machinery and day and night operation. 


Right Price 


because of superior facilities and efficient management. 


PRINTING PRODUCTS CORPORATION 


A printing connection with a large, reliable printing establishment y 


will save much anxiety regarding attentive service, 
quality and delivery. 


PRINTER SPECIALISTS 


LUTHER C. ROGERS 


we ARE STRONG on ouR spect 


A large, efficient and completely 
equipped printing plant. 
(The farmer Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. 


Clean Linotype 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


(THE FORMER ROGERS AND HALL COMPANY) 2 


H. J. WHITCOMB 


Management Advisor Artists - Engravers - Electrotypers Assistant Director of 
L. C. HOPPE : les 
Telephone Wabash 3380—Local and Long Distance 
President ond Polk and La Salle Streets, Chicago 5, Illinois W. E. PREELAND 
Director of Sales 4 Treasurer 


Pittsburgh 

| Richmond District... 1 11 

Washington 

| Baltimore 6 

a District ... 13 

Birmingham ..... 38 
Miami 

Atlanta 5 

New Orleans .... 13 

Nashville 2 

| Chiengo District.... 5 

1 


Chicago 
Indianapolis 
| Detroit 
Milwaukee 

| St. Louis District... 10 
Little Rock 
Louisville 

| §t. Louis 5 
Memphis 0 
Minneapolis District * 
Minneapolis 
St. Paul 
Duluth-Superior . * 
Kansas City Dist. . 7 
‘ 

6 


ne 


~ 


2 
Kansas City ..... 15 
Oklahoma City .. 3 13 lf 
Dallas District 10 
See 1 2 1 
Fort Worth ..... 5 3 r} 
0's 25 18 7 
San Antonio ..... 17 10 % 
San Francisco Dist.. 2 9 7 
Los Angeles Area—1l 9 6 
4 
| San Francisco ... 7 9 
Salt Lake City... * 
3 —1 


r—Revised. 
*Data not available. 


‘People Are Funny,’ 
Skelton Switch Times 


Brown & Williamson Tobacco 
| Corporation, which failed to re- 
new the Red Skelton show, wil! 
again sponsor “People Are Funny” 
this fall, but will move the pro- 
gram to the spot formerly occu- 
pied by the Skelton troupe (Tues- 
days, 10:30 p.m., EST, over NBC). 
The tobacco company will not 
sponsor another network show 
|/with the remainder of its radio 
appropriation, but instead is 
'scheduled for an ‘intensive spot 
campaign. Red Skelton, who will 
|promote Procter & Gamble’s 
| Camay this fall, will move to the 
'9 p.m. Friday position now occu- 
|pied by “People Are Funny.” 


Joins Pan American 

| Harold J. Laird, formerly with 
_American Airlines, has joined Pan 
American World Airways, New 
York, as assistant to the manager 
of the sales promotion department. 


Buchen Ups Mangold 
Frank X. Mangold, manager of 
the accounting and payroll divi- 
sions of Buchen Company, Chi- 
cago, has been appointed assistant 


| treasurer of the agency. 


Neater, Faster Mailings at 
Lower Cost! 


This is a way to make the ad- 
dressing of your direct mail 
cleaner, neater, faster and less ex- 
pensive. If you’re now using typed 
labels, with a new all-metal plate 
— printing through a ribbon — you 
can address at one-third your 
present cost! (You absorb the cost 
of plates in your first 10 mailings!) 
Plates cost only half as much as 
those in other ribbon-printing sys- 
tems—and they give you sharper, 
neater results! A call or letter will 
bring you full details. 


@ Multigraphing Mimeographing 


| Mechanical Addressing from Metal Plat- 


© Everything in Direct Mail « 


* SUPerior 8154 


8 W. Ontario, Chicago 10, Iilinois 


THE DAY YOU WANT 


— THE WAY YOU WANT IT? 


Ps Federal Reserve Figures on Department Store Sal aa 
“4 
| Vational and Local 
> 
Should Know What 
\ 
| 
} 
| 
es 
| 
| 
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| 
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| 
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Only America 


can 
this 


WE ARE ALL FAMILIAR WITH THIS SCENE. IT HAPPENS EVERY DAY IN BALL ma 
PARKS ALL OVER THE COUNTRY. IT TYPIFIES AMERICA WITH ALL ITS INHERENT —_ 
RIGHTS AND PRIVILEGES. FREE SPEECH WAS BORN IN AMERICA, MISTER, AND a 

WE ARE DOING EVERYTHING IN OUR POWER TO SEE THAT IT CONTINUES TO 


CBS 
THE GOODWILL STATION, INC. 


FISHER BLDG. DETROIT 
50,000 WATTS 


Represented by Petry 


— 
= 


HARRY WISMER 
Asst. to the Pres. 


G. A. RICHARDS 
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i | Fisk Observes Birthday tries Rubber Company. The agen- | Adcasts 


|ey is the Campbell-Ewald Com-| 
an The Fisk Tire Company, Chico- | Pany of New York. Reach 5 Cities 
oi yee Falls, Mass., will place special | —_—_—_—_—_——— in Postwar Rise 
a in newspapers in Chicopee | 
— Falls and Springfield, Mass., this Premier to Montgomery | 
” summer in connection with the} Premier Mfg. Company, Port- NEw York—One of the post-| 
company’s 50th birthday. Outdoor | land, Ore., has appointed Richard war advertising revivals which is 
posters also will be used. |G. Montgomery & Associates to|doing nicely is the ‘advertising 
The celebration will tie in with | handle the national advertising on | traveling message sign. 
the celebration of the founding of | the company’s line of heavy duty; aArtkraft Strauss Sign Corpora- | 
the city of Chicopee Falls 100 years | truck-trailer equipment. National |tion which began manufacturing 
distribution of the company’s line - : | 
‘ : |} is handled in conjunction with the | the Trans-Lux Adcast = 1941, 
'Premier Trailer Equipment Com- | had to wait patiently during the 
'pany, Los Angeles. and dimout years, but now | 
| ‘has eight in operation, four of | 
| ‘them in New York. 
|Names Lonergan Jr. Basically the Adcast is a panel | 
S. J. Lonergan Jr. has been ap- of about 840 40-watt lamps, which | 
pointed sales manager of Loner-| may be lighted by impulses trans- 
gan Mfg. Company, Albion, Mich.,| mitted from a punched-out tape. | 
succeeding the late J. L. Stephens. | py. advertising message is tele-| 


-_s typed from the Adcast sponsor’s 
Pacific Names Olds ‘office to the sign location, and the 


Mac L. Olds, formerly with | advertiser can control copy on a 


Portland, Ore, has been named] or cities by leased land lines, from 
land office of Pacific National Ad- | Single central office. 
vertising. | The Adecasts are not sold, but 


| 


To seli the soft drink bottlers of America, 
do it most effectively through the 


the dominant Nationa! publication in the 
soft drink industry since 1882. 
st in ABC paid circulation * in advertising volume. 
in editorial force, prestige, experience. 


80 Broad Street, New York 4 

Detroit : Penobscot Buridin 

Pacific Coast: 714 W. Olympic 
Los Angeles 
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REVIVAL—Advertising traveling signs are reviving after the war years, accord- a new 
ing to Artkraft Strauss, which makes them for Trans-Lux. Here is a sample sign Neve 


for Youth Form in New York. A single Trans-Lux operator can control signs at mained 
several intra-city locations, or even in several cities. 

time w 

n 

rented on a_ three-year basis.|pany grants agency commission. Pn 

Monthly rental rates are gen- The sign carries a “Baedeker of voth B 

erally less than $1,000, and some| Broadway,” with entertainment 000 ap} 

—depending on their accessibility advertisers buying units. plete tl 

to the Trans-Lux office—are con- _—_——- Bure 

siderably cheaper. The panels Personal Pushes Modess —fiuctant 

come in three standard sizes (21,/. i 

41, and 61 feet long), but Trans- in 112 Newspapers eal 

Lux will. install a tailor-made|_ Personal Products Corporation, f+ Gon 

sign. Milltown, N. J., is launching the J ted 
largest newspaper advertising 

Bond Sells Its Space campaign in the company’s history [four w 

\in behalf of Modess with 100-line fftions a 


Advertisers control sign and |aqs in 112 newspapers in 89 cities Conf 


copy, but pay for the electrical 'in 48 states. The campaign willrun fhation 
installation. Advertisers can pick| weekly for 40 consecutive weeks, 


Weekly City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


Small Plans 


When you go out for business in the great agricul- 
tural area surrounding Kansas City, make no small plans. 
It is a giant market. Choose a giant medium for your 


advertising. 


The leading farm paper in Kansas is The Weekly 
Kansas City Star. Its Kansas circulation towers above 
that of any other farm publication—whether weekly, bi- 


weekly, monthly or semi-monthly. 


In like manner The Weekly Kansas City Star is first 
in Missouri—first of all farm publications in rural route 
circulation, first in total circulation, first in dealer ac- 
ceptance. 


Write for map showing details of The Weekly Star’s 
circulation by counties. 


441.392 Paid-in-Advanee Subscribers 


M | ke N stalls the sign and equipment and | 
clears the necessary permits for 


the location, and Trans-Lux in- with the exception of December. = 3 
| The ads feature copy and illus- J" " 
‘tration on the latest fashions, ef- [/°?" 
‘the sign’s erection. The company fecting a tie-in with the com- ppther 
| al toad : d ti pany’s new magazine advertising. Di 
| aiso trains service and operating |Copy will stress the fact that 
/personnel for the advertiser. smart, fashion-conscious women A 
| In New York, Adcasts are used| choose Modess. The agency is = 
| by Ruppert Brewery in Times) Young & Rubicam, New York. commit 
| Square, Youth Form on the Brill erate oS ory st 
building, Wondersign on the Pal- Canada Dry Ups Nims sought 
ace Theater, and a 278-foot spec-| Ralph O. Nims, northeastern re- ear 
_tacular for Bond Stores on its | gion manager, has been appointed Aft 
building. In other cities,| manager of the new national sales 
| Geodbear in Akron uses an Ad-|and merchandising department of * of 
least on its blimp, McGraw Com- | Canada Dry Ginger Ale, Inc., New May 28 
| York. Mr. Nims joined Canada bill (1 
_pany in Miami, Seagram Distillers |Dry 17 years ago as route salesman [favorin 
in Washington and Click Restau-| in New York. to Rep. 
|rant in Philadelphia. were F 
Bond sells space on its Adcast, Buys More WMCA Stock W. Me 


with a base rate of $1,465.10 for | 


one minute each hour for 13) 


weeks. Discounts range up to! 
15% for 52 weeks, and the com- 


Nathan Straus, majority stock- 
holder in Station WMCA, New 
York, has purchased the interest of 
the Davego Stores Corporation in 
the station. 


THOROUGHLY 


SPECIALIZED GROUP 


TRAINED IN 


DEALER-CONSUMER PSYCHOLOGY 
COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


DISPLAYS 
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House floor, Rep. Rees warned) available by the fall of 1949. Pres-|radio advertising for watch brace- |sic” program. Magazine and busi- 
that the request for an appropria-| ent estimates place business|lets on the 8:30 p.m. Sunday night|ness paper advertising will con- 
tion would follow, but it was/ census costs at $12,400,000; trans- | Segment of the American Broad-|tinue to be handled by Hirshon- 


pointed out that the cost of the| portation census, $1,100,000, and | casting Company’s “Stop the Mu-'Garfield, New York. 
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‘ensus Prospects 


Bright As 5-Year 
ycle Is Okayed 


Only Lack of Time 
for Enacting Law 
Endangers Program 


WASHINGTON—Prospects for the 
frst postwar business census, to 
be taken early next year, were 
highly favorable last week after 
the House unanimously approved 
legislation synchronizing. manu- 
facturing and business studies on 
a new five-year cycle. 

Nevertheless, there still re- 
mained substantial danger that 
time will run out before the Sen- 


censuses had already been figured 
into the budget forwarded to Con- 
gress by the President last Janu- 
ary, and that there would not be 
a resulting increase in the size of 
federal expenditures. 

If the money is forthcoming, 
officials hope to have the census 
under way late in January, and 
to have the first national totals 


mineral industries, $400,000. 

A Census of Manufactures, the 
first since prewar days, is now be- 
ing taken under existing law. 


To Cecil & Presbrey 

Speidel Corporation, Providence, 
R. I., has appointed Cecil & Pres- 
brey, New York, to handle the 


ABC MEMBERSHIP 
GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE 


* 101 PARK AVENUE. KEW YORK 


POPULAR MECHANICS 
POPULAR MECHANICS | 


Hate can complete legislative action 
"Buren would be POPULAR MEGHANICS 
cials wou re- 
i ithout let - 
“ of Congress, yet Congress is ex- \\ 
ising [pected to adjourn within the next A 4 
story [four weeks for political conven- \S 
-line ftions and campaigning. 
rities Conferences toward the prepa- 
lrun fhation of business census ques- 
eeks, fitions have long been under way 
a with representatives of the Amer- 
ef- pcan Marketing Association and 
other groups. 
‘th t Discussion All Favorable 
Fe A meeting of the AMA’s census 
. committee with a similar advis- at 
ory group of retailers is to be 4 
: sought within a few days in order ra 
‘o iron out some of the differences o> 
over census procedures. | 
sales Pre. R M F r N CS 
al avorable—the ous 
"28 through the Hagen P 0 
dz ill (H.R. 6208). A th ‘ 
man the proposal, 0 P U R M EC H A N | C S 
to Rep. Harold Hagen (R., Minn.) he E 
MeConmacke Mass); Rep. MECHANICS 
ICK ~ Ed Rees (R., Kans.), chairman of | ‘ 
New [ithe c i in ch f | a 


(D., Okla.), minority member of | 
the census subcommittee. 
Although once approved by the. 
Senate, the legislation had to re-| 
turn to the upper house for agree-| 
ment on technical changes, the’ 
Senate bill having authorized a 
business census for the current | 
year, while the House bill spe- 
cially mentions 1949. 


if Business would be taken next | 
year, with simultaneous business | 
and manufacturing censuses to be | 
taken every five years in the “4”) 
and “9” years thereafter. 

While this means two business | 
censuses instead of one each. 
decade, it is expected to reduce | 
ceisus overhead since it cuts the | 
number of manufacturing cen- 
suses from five each decade under | 
ex sting law to two. 

“he legislation also authorizes 
céisuses of mineral industries | 
an. transportation simultaneously | 
wih the business and manufac-| 
tw ing studies, and formally 
th rizes interim studies of busi-| 
and manufacturing on 
Sa iple basis. 


Eliminates Peak 


‘earrangement of the censuses, | 
ar formal authorization of the. 
'N crim studies, have long been | 
So ght by Census Bureau. Use of | 
th “4” and “9” years for the 
2 siness and manufacturing | 
‘t dies is expected to eliminate 
‘h- peak of work on the “0” years, 
“to open the way for more effi- 
“l(t use of the census staff. 

. approving the bill on the) 


Under the Hagen bill, the Census | ~ 


POPULAR MECHANICS 


POPULAR MECHANICS 
POPULAR MECHANICS 
POPULAR MECHANICS 


Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the P.M. Mind—read ads deliberately. 


* That means ANYTHING ‘from shoes to 


shampoo...razors to raincoats... ties to 


tires... watches, cars, radios, golf balls, pipe 
tobacco, cameras, shotguns, fishing rods, 
railway vacation trips —a list without end. 
More than ONE MILLION circulation 

. more than MILLION male readers 
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| Leslie Gould of the Journal -American 
me Scores 88% Readership i in “Financial 


NewYork Metropolitan N lewspapers 


A Few National News-Beats 


HO reads the Journal-American? Wall Street’s top-ranking 
executives do .. . policy-making level investment bankers, 
brokers and underwriters. 


A recent independent survey of these top executives by “The 
Financial World” proves conclusively that Leslie Gould of the 
Journal-American is by far the most widely read of all financial 
writers on New York metropolitan newspapers. He scored 88% 
readership among those business leaders who responded .. . 23% 
more than any other similar newspaper columnist. 


More than that... additional evidence of Journal-American reader- 
ship in the nation’s financial center is the fact that out of 15 columnists 
listed the Journal-American placed three among the first six. 


Who reads the Journal-American? 711,000 home-going New Yorkers 
buy it every day. Among them is Leslie Gould’s dominant Wall 
Street audience — which confirms the point: never discount quality 
just because it comes in quantity. 


THE PEOPLE > 


; A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


By Leslie Gould 


* Exposed influence that kept million- 


aire refugee Serge Rubinstein out 
of draft to clean up Wall Street 
fortune. 

Campaigned against Marriner S. 
Eccles, exposing his retention of 
private jobs while serving as Fed- 
eral Reserve Board chairman. 
Revealed during riotous Wall Street 
Strike that one of Federal media- 
tors was brother of high A. F. of L. 
official directing strike. Mediator 
withdrew. 

Exposed past connection between 
Cyrus Eaton-Otis & Co. and James 
F. Masterson, the Philadelphia 
lawyer, whose suit furnished an 
“out” for underwriters to call off 
Kaiser-Frazer financing. 


Uncovered plot to grab control of 
Follansbee Steel Corp. by group 
with underworld and gray market 
connections. 

Forced change in Dutch Govern- 
ment’s restrictions aimed at Ameri- 
can shareholders in Royal Dutch 
Shell. 

First broke fraud in Coster-Musica 
plot against big drug firm. 

First to break story on Richard 
Whitney scandal. 

Exposed secret option at price $25 
above market for control of Atian- 
tic Gulf West Indies steamship 
company. Deal cancelled. 


Long campaign against Securities 
and Exchange Commission resulted 
in changes and lessening of left 
wing influence. 

Years ago broke first story on 
Robert R. Young’s purchase of con- 
trol of Van Sweringen Railroad 
empire, including C. & O. 
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Celebrates 75th Year 


The Northwestern Miller, Min- 
neapolis, celebrated its 75th an- 
niversary on June 1. A special 
section telling the story of the 
publication’s three generations 
commemorates the occasion. In- 
cluded in the section is the his- 
tory, with illustrations, of the 
flour milling industry in America. 


Bans UN Flag in Ads 

The National Better Business 
Bureau, Inc., New York, has been 
advised by the legal department 
of the United Nations that “the 
United Nations flag is not being 
permitted under any circum- 
stances to be used in connection 
with advertising and selling.” 


BUSINESS IS THE HANDLING OF 


How Advertising Helps to Raise 
Our Standards of Living 


By JAMES BATEMAN, Central High School, Peoria, Il. 


What makes a better standard 
of living? We might say that 
there is a better standard of living 

\if ... there are more jobs, if... 
the general welfare is bettered, if 
there is 
| greater circula- 
ition of the dol- 
‘lar. Does adver- 
tising do these 
things? 

Since adver- 
itising causes 
people to buy, it 
‘ealls for greater 
production of the 


jobs. 

The public is educated in health 
through advertising. The public 
learns to choose wholesome foods, 
arrange proper diets, and take 
vitamins when needed. Parents 
are taught child care and to select 
good baby foods. The public is 
taught the advantages of glasses 
and is urged to wear them when 
needed. Through the advertising 
of soaps, toothpastes, washing 
powders, and plumbing and laun- 
dry fixtures the public is trained 
in habits of cleanliness. The pub- 
lic learns the best ways to keep 
itself clean and healthy. 


products adver- . 
PREMIUM and SOMIESE tised. The man- James Bateman Therefore, advertising brings 
Responses |ufacturer uses about better health. 
FREE 16 PAGE BOOKLET || mass production to increase his Through advertising the public 

output. This creates jobs and_|is informed of new inventions 

sciated Activities Inc | many people are employed. such as plastics, phonographs, and 

MINNESOTA Therefore, advertising creates! electrical appliances. Thus the 


Over 1,500,000 READERS 
Over 500,000 DAILY CIRCULATION 


Only eight states have more population than the 
4,000,000 that live in non-metropolitan Ohio. 
Therefore, mark this down as the 9th state on 
your sales chart and budget your advertising ac- 
cordingly. ‘The 49 newspapers of the Ohio Select 
List dominate this huge market, giving complete 
coverage in 49 highly industrialized city and 
wealthy farm markets. Remember that adver- 
tising dollars roll home more quickly in an ex- 
panding market and also remember that these 49 
dailies have increased their circulation over 30% 
in the last eight years — 21% times Ohio’s rate 


of growth. 


Investigat 


1,500,000 readers in wealthy Ohio. 


e now, don’t overlook 


siniture, and homes. They try to 
keep their environment more 
beautiful with paint, well kept 


James Bateman, 16-year-old 
junior at Central High School, 
Peoria, Ill., won the first prize 

| in the 1948 national high school 

| essay contest sponsored by the 
| Advertising Federation of 
| America, and will get a $500 
check when he attends the AFA 
meeting in Cincinnati next 
week as the association’s guest. 

Second prize, out of the 30,000 

essays written by high school 

students in cities where affili- 
ated advertising clubs are lo- 
cated, goes to Regena Lee 

Waterman, Tampa, Fla. Third 

prize winner is Frederic B. 

Grimes, Boston. Text of young 

Bateman’s winning essay is 

presented here. 


public knows what to expect of 
products they wish to purchase 
and desires the latest and most 
modern improvements. 

Therefore, advertising brings 
about greater knowledge of new 
things. 

Advertising also creates a desire 
for beauty. Through advertising 
people desire better clothes, fur- 


lawns, and shrubbery. People try 
to keep themselves looking bet- 
ter groomed through the use of 
cosmetics, charming clothes, and 
general neatness. 

Therefore, advertising brings 
about greater beauty. 

Advertising encourages travel, 
hobbies, and greater reading of 
books. Also it points out the best 
means of accomplishing these 
things. 

Therefore, advertising brings 
about self improvement of the 
average person. - 

Insurance is advertised and peo- 
ple are urged to buy it to protect 
themselves and those dear to them | 
in case of misfortune or as a 
means of saving money. Also peo- 
ple are urged to use banks in 
which to store their money safely 
and earn interest on it. 
Therefore, advertising educates 
for protection and security. 
Because advertising helps create 
competition between manufactur- 


competitive foresight. 


Since advertising causes mor: 


| buying and increases business . . 
advertising creates greater an 
faster circulation of the dollar. 

Advertising establishes in th: 
public mind standards of qualit, 
for staple articles. Through ad- 
vertising the public learns to de. 
mand only the best. This help: 
prevent purchase of products oi 
inferior grade. 

Therefore, advertising 
lishes standards of quality. 

One of advertising’s greates: 
services is the entertainment it 
makes possible. Advertising i: 
the backbone of radio. Comedy, 
excitement and general entertain- 
ment are almost entirely sup- 
ported by the advertisements 
placed on them. If there were no 
advertisements in the newspapers, 
it would be necessary to charge a 
price so great that many people 
would not be able to enjoy their 
benefits. 

If there were no advertising. 
these sources of entertainmen' 
and news would fail. 

Every one of these services per- 
formed by advertising is of the 
utmost importance to every per- 
son. They show that advertising 
makes the life of John Q. Public 
better and more enjoyable. If ad- 
vertising were to disappear from 
the earth, we would lose one of 
our greatest benefactors. 

Therefore, we can conclude that 
advertising does raise our stand- 
ards of living. 


estab- 


Brisacher, Van Norden 
Drops Wilson Account 


Because of conflicting accounts, 
Brisacher, Van Norden & Staff, Los 
Angeles, and the West Coast di- 
vision of Wilson & Co., meat 
packer, have mutually agreed to 
sever relationship as of June 30. 
The agency has recently acquired 
several accounts such as Denni- 
son’s Food Company and Cali- 
fornia Dairy Advisory Board, 
which are competitive to some of 
the many products of Wilson. 
Effective July 1, the account 
will be handled by Davis & Co., 
Los Angeles, whose principals 
served the account at one time. 


NBC Ups Jacobson 


Arthur Jacobson, production 
manager, has been named pro- 


ers, they strive to make better 
products ... at a lower cost to the 
public and themselves. In order | 
to accomplish this they must have} 


greater efficiency and try to de-| 
crease waste of both labor and)! 
materials. Also the manufacturer | 
tries to better his product by) 
making improvements on it 
through research and experience. 
He knows that if he can make a 
better product at a lower cost, ad- | 
vertising will sell it. 
Therefore, advertising creates 


gram manager of the NBC central 
division, Chicago, succeeding Jules 
Herbuveaux, who is now manager 
of the division’s television depart- 
ment. 


CIRCULATION (‘current averace) 


ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


Put DRA 


ALL PHONES 


STAte 5977 


* Sales Rooms 
and Meetings 


* for Windows 
or Counters 


MA Into Your DISPLA Ys 


RCS Giant Prints are huge photo 
enlargements, certoin to ottraet attention. 
We'll make them quickly, ecomomically, from the copy 
you furnish. Write or ‘phone today for details. 


¢ Convention Ex- 
hibits 


* Instruction 


Copy Servace. inc. 


123 N. WACKER ORIVE e- 


CHICAGO 6, ILLINOIS 


idv 
| 
| 
4 
FOI 
has 
| offe 
for 
flak 
of « 
Pl 
Di 
Ic 
D S an | Stat 
gin 
- 
aid 
nee 
wat 
| fro} 
| ic] 
all 
| | 
tric 
| J 
tior 
goo 
| 
her 
— | NOW OVER 
Ke 
we: 
we 
nar 
— Las 
mo 
7, 
NER ove 900 ‘PHOTOG BL 
— | SE LECT LIST | 
\ 
a 


reates! 
ent it 
ing is 
medy , 
rtain- 
sup- 
ments 
Pre no 
apers, 
arge a 
people 
their 


tising. 
nmen' 


per- 
f the 
per- 
tising 
-ublic 
if ad- 
from 
ne of 


> that 
tand- 


FOR GROCERS—General Foods Corp. 
has prepared this pe or to explain its 


offer of a new household hints booklet 

for 15 cents and a La France bluing 

flakes box top. The unit includes a pad 

of coupons for grocery customers’ con- 
venience. 


‘Country Weekly's 
Readership High, 
ARF Study Shows 


| New Yorx—In the first report 
the newly-launched Continu- 
|ing Study of Weekly Newspapers, 
covering the March 18 issue of the 
| Tribune of Elkir, N. C., the Ad- 
|vertising Research Foundation re- 
| ports that 87% of those inter- 
viewed read that issue. 

Readership, in fact, ARF added, 
was “well sustained throughout 
its 20 pages. Although the per- 
centage of men who read that is- 
sue was seven points higher than 
that for women .. . the average 
woman’s readership score of 79% 
for all pages was 18 percentage 
points higher than men’s.” 

Men’s and women’s interest in 
national ads was equal. Automo- 
tive ads dominated the men’s list, 
with a 580-line Oldsmobile inser- 
tion on the first page of the third 
It scored 29% 


Plastray Starts 
Drive for Plastic 
Ice Cube Freezer 


Detrorr—The Plastray Cor-| 
poration here has begun a na-| 
tional campaign featuring one-. 
minute television commercials for | 
demonstration of Jiffy Cubes, plas- | 
tic ice cube cups that “pop” cubes | 
out one at a time. 

Spots are being introduced on) 
Station WWJ-TV here at the be- 
ginning and end of leading sports| 
broadcasts and will be produced | 
on film for use on video stations | 
from coast to coast. This will be 
supplemented by space in such| 
national publications as The | 
American Weekly, Parade and. 
This Week Magazine. 

The television demonstrations 
are aimed at showing, with the | 
aid of a comely actress, that indi- 
vidual Jiffy Cubes eliminate the 
need of dousing ice cubes with) 
water or breaking them away! 
from the refrigerator with an ice) 
pick, and enable a person to get, 
all the ice that is frozen, with re- 
sultant savings in time and elec- 


tricity. 
Jiffy Cubes are being sold na-| 
tionally in drug, gift, sporting 


goods and department stores at} 
$1.95 for 12 plastic cups in alumi-| 
num tray. Holden, Clifford, Flint | 
here is the agency. | 


Kanter Appointed A.M. 


Morton B. Kanter, formerly in 
charge of advertising of the Mid- 
western Sporting Goods Mfg. 
Company, Milwaukee, has been 
named advertising manager of | 
Lasting Products Company, Balti- | 
more, | 


Appoints Alexander 

H. M. Alexander has been ap-| 
pointed advertising manager and | 
cirector of sales promotion of | 
Checker Cleaners, Chicago, and its | 
alfiiate Checker Rug Company. | 


MILLION 
NEGROES 


MUST EAT AND DRINK 


énd they have 10 billion dollars to | 
Send! If you have food, drinks, cos- 
T eties, liquor or any other products 
t> sell, the best way to reach the Ne- | 
f°o is through the Negro papers and 
) \agazines he reads with interest and 
‘onfidence. Advertising in these pa- 
‘TS pays big dividends, for the Amer- 
an Negro is the most loyal customer 
| the world. For full information of 
us great market, write today to 
iterstate United Newspapers, Inc., 545 
‘ifth Ave., N. Y., serving America’s | 
ading advertisers for over a decade. | 


(OTE: We now have facts compiled by the | 
* Research Co. of America on brand 
references of Negroes from coast to coast, 
® only study of its kind ever made. Write now 
this free information, 


section highest. 


|with men and 


or second 
with 


17%, 
among all national 
women. 

First place on the women’s 
list with 34%, was taken by an 
840-line Duke Power Company 
ad which flanked the Oldsmobile | 
layout. Headlined “When Skirts) 


AGENCIES and PRINTERS MAKE MONEY 
on local advertisers with Syndicated 


MAT SERVICES! 


Went S-s-swish,” and humorously 
illustrated, it showed the various | 
uses to which churches put elec- | 
tric power today. 

Report on this study, which fol- 
lows a pilot study of the Hancock 
County Journal of Carthage, IIL, 
of April 11, 1946, has just been 


distributed to advertisers and 
agencies interested in weekly 
newspapers, and to editor and 


publisher members of the Weekly | 
Newspaper Bureau of National 
Editorial Association. 


Sportangles.... 


By using our mat services you can cut 
production costs to the bone for local 
advertisers and you can satisfy them 
with far less worry. We have clever 
cartoon series (52 weeks each) for 
sporting goods stores, auto dealers, 
garages, tire recappers, taxicabs, clean- 
ers, florists, insurance agents, appliance 
stores, liquor stores, beauty shops, res- 
tavrants, and several general cartoon 
series which can be readily adapted to 
several different types of business. Work 
done by seven different top flight car- 
toonists. 

For complete money making information 
and the exclusive for your city on these 
services write quickly to 


LIL-AD FEATURES 


To George D. Close | 


George D. Close, Inc., has been 


appointed national representative | “That's a smashing forehand 
you have there, Peabody.” 


of the Marin Journal, San Rafael, 
Cal., which recently became a}! 
daily. 


10612 E. Hazard, RFD 3 
Santa Ana, Calif. 


R E 


FUGE PAYOF 


BY HAROLD TITUS 
Whet your deck stamp dofiers ere poying for 


The point-of-sale 
for more than 
600,000 


top-flight spoNsmen 


Measure 


Field & Streamis AMERICA’S 


NUMBER ONE 
SPORTSMAN’S 
MAGAZINE! 


Income of Subscribers. surveys 
have shown that the average income of a Field 
& Stream reader is almost four times the national 
average income. That is why it can truly be said 
that this magazine reaches the top-flight sports- 
men—men with both the inclination and the 
money to buy. 

When a survey asked sporting goods dealers 
which sportsman consumer magazine they would 
suggest to a manufacturer in order to sell his 
products to their best customers, Field & Stream 
was first choice with 46% of the total answers. 
When a magazine can maintain such a reputa- 
tion—that’s progressive publishing! 

Not only surveys, but the experience of ad- 
vertisers shows Field & Stream readers to be in 
this higher income group. A yacht builder 
writes: “. . . we have adivertieed in Field & 
Stream for a number of years and we feel it is 
the Number One publication to use in order to 
reach the wealthy group of deep sea fishermen.” 
When a magazine can cover such readers con- 
sistently —that’s progressive publishing! 

Field & Stream reaches this higher-than- 
average income market because of the most 
progressive publishing vision in the sportsman’s 
magazine field! , * * 


In addition to income of subseribers, Field & 
Stream can be measured by many other yard- 
sticks—quality circulation . . . advertising lead- 
ership . . . dealer influence . . . editorial content 
... reader desire studies . . . reader information 
service . . . reader response . . . publishing 
leadership . . . editorial staff . . . prestige . 
sales results. 

The most important measurement of any mag- 
azine is—“‘sales results.” |Sales results is the 
reason more advertisers used more space in 
Field & Stream in the first five months of 1948, as 
well as for the past 38 years, than in any other 
sportsman’s magazine! 
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Cockfield, Brown 
Appointed by Two 


The Montreal office of Cockfield, 
Brown & Co. has been named to 
direct advertising and merchandis- 
ing in Canada for Zubes cough 
lozenges manufactured by F. W. 
Hampshire & Co., Sunnydale, Der- 
by, England. The agency already 
handles the company’s Snowtan 
sun cream. 

Hess & Clark Ltd., London, Ont., 


remember 
Business ite 
Associa 
with 
FLOWERS 


* tive. 


|manufacturer of stock tonics and 
animal health products, has ap- 
pointed Cockfield, Brown to handle 


You Ought to Know . 


| Joins Melamed-Hobbs 


William A. Duncan, formerly. 
advertising and sales promotion 


,manager of Hamilton Beach Com-| 
| pany, Racine, Wis., manufacturer | Shap’s mother would look with 


‘of domestic and electrical appli- | Considerable disfavor on the two 
_ances, has joined Melamed-Hobbs, | big bruisers who accompanied him 
| Minneapolis, as an account execu-| home from work in the circula- 
tion department of the Chicago 
| 'Tribune for a 


Agency Names 2 V.P.s ‘short period. She 

Lewis W. Cobey, art director, remind 
‘and DuBois B. Bingham, copy |"!m that he came 
chief, have been elected vice-| from a good fam- 
presidents of Maxwell-Davis,'ily; that his 
Hartford, Conn., agency. ‘father was presi- 


dent of a syna- 
'Arnold Names Eickman bag 
_ Hugh Eickman, formerly adver- Max Annenberg 
tising manager of Leland Electric “ 
|Company, Dayton, has been named | 


then circulation 


an account executive of Rupert|™anager of the 
Arnold Advertising Agency, Los | Tribune, which 
Angeles. was waging a vigorous fight for 


S. O. Shapiro 


«- 4 
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S. O. Shapiro 


|sales against the Hearst Herald- 
| Examiner, anything could happen, 
and often did. 

Both were trying to boost cir- 
culation by offering large cash 
awards for lucky numbers printed 
in certain copies of their issue. 
|Because S. O. Shapiro had been 


_ | told in advance of the numbers 
S\to be used by the Tribune, An- 


nenberg took care to see that 
neither he nor the numbers fell 
| into the Herald-Examiner’s hands. 
| Annenberg went on to become 
‘circulation director of the then 
new New York News, at $140,000 
a year, and Shap, one of his many 
pupils, today is vice-president and 
circulation director of Macfadden 
Publications. 

Born in Chicago in 1902, he 
entered the University of Illinois 
intending to become a journalist. 
He worked on campus publica- 
tions, and in his junior year be- 
came assistant sports editor of the 
Daily Illini. 

Had he been made sports editor 
in his senior year, probably he 
would have been a writer yet. 
But that job—and with it the $300 
salary—went to Joe Godfrey, now 
western manager of Outdoors 
magazine. 

On graduation in 1923 he went 
to work for Fairchild Publications 
in Chicago—‘writing about de- 
partment store window displays,” 
he said—and then became circula- 
tion manager of the short-lived 
Women’s Wear Magazine (not to 
be confused with the Women’s 
Wear Daily) at $35 a week. 
| Then Shap saw and answered a 
|blind ad for a “publishing job.” 
RS was in, and happened also to 
be for, the Tribune. Paul Kuhn, 
now of Burnett-Kuhn, Chicago 
agency, interviewed him. He was 
put into circulation promotion at 
$40 a week. 

Intelligence and growing 
knowledge of circulation helped. 
But Shap made his first real im- 
pression on Annenberg because of 
his willingness to do inconvenient 
chores. 

A booklet, “From Trees to 
Tribunes,’ was being prepared. 
Shap was changing into a tuxedo 
for a fraternity dinner when An- 
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ume. 

So Shap signed up as circu a. 
tion director for the Cowles’ now 
Look. Macfadden thought he was 
going to work for a competitor. 
and didn’t want to release h 
from his contract, but finally ¢ 
did. 

For the next three years Ship 
imade fortnightly trips to Des 
Moines. He learned a lot abou 
Look editorially, as well as in cir- 
culation. 

The Look newsstand circulation 


picture wasn’t bright. Returns 
|were running 45%. Shap told 


Gardner (Mike) Cowles that they 
should be 10%, and made a deal 
with him for $1,000 beyond his 
salary for every 1% averaged 
under 25% returns he _ could 
lachieve in the next year, without 
loss of circulation. On top of this, 
Shap made Mike a personal bet 
of $100 he would collect on this 
arrangement, which Mike doubted. 

By the year’s end returns had 
been cut to 13%. The first 20% 
reduction, from 45 to 25%, was al! 
gain for the Cowles- They were 
glad to pay Shap $12,100 for the 
next 12%. Shap shared the money 
with his men. 

But before long “there wasn’t 
enough excitement” on Look. Also, 
control of Macfadden Publications 
had been acquired by a group of 
the company’s executives. O. J. 
Elder, the new president, asked 
Shap to come back. 

Shap, previously circulation 
manager, became circulation di- 
rector of Macfadden in 1941, and 
a vice-president in 1945. As such, 
he is one of four vice-presidents 
under Elder as president and pub- 
lisher—the others being Harold 
Wise, senior vice-president and 
general manager; Herbert G. 
Drake, vice-president and promo- 
tion director, and Joseph Schultz, 
vice-president and legal counsel. 
Meyer Dworkin is_secretary- 
treasurer. 

Macfadden entered the war with 

eight major magazines. and 
emerged with the same eight. A 
‘year and a half ago Sport was 
added. 
Now, as then, circulation con- 
tinues to account for a slightly 
|larger part of the company’s in- 
‘come than advertising. In 1943, 
ithe first full year under the new 
|management, the company’s $9,- 
/593,000 revenue was divided: $5,- 
168,000 from circulation and $4,- 
425,000 advertising sales. Of the 
/1947 revenue, $14,419,000, $7,- 
387,000 came from circulation and 
$7,032,000 from advertising. 


*Exclusive of classified. Source,’ Leading Notiono 


in all...used the 


pages of 


House Beautiful 


last year 


than any other 


national magazine 


| Advertisers” 


someone to help a photographer 


nenberg came around looking for | 


| Magazines, as a whole, have 


|found tough going on news- 
take some pictures for the booklet ; 
at 10 that evening. The other fe]. | Stands lately, but the nine Mac- 
lows pleaded busy-ness. Despite | fadden titles had total returns in 
the fact that Shap and his wife|the six-month period September 
had looked forward to a large | 1947-February 1948 of only 11.3%. 
evening, he told Annenberg he’d | (Of their 6,500,000 circulation, 


tackle the job. 

The party was just really get- 
ting going when he went back to 
the office, still in his tuxedo, got 
the pictures taken and then got 
the pictures. At 3 a.m. he finished 
writing the captions and placed 
the whole thing on Annenberg’s 
| desk. 

The boss was pleased. “I’m go- 
ing to take care of you,” he said. 
And the next week he did—with a 
$25 raise. 

Shap was on the Tribune for 
three years, then went to Liberty 
in New York, in charge of boy 
sales promotion. Macfadden 
‘bought Liberty, and in 1934 he 
| became circulation manager of all 
|the Macfadden publications. 
| The next three years were good 
for the company’s business, Shap 
|recalls, but otherwise not too 
stimulating. A circulation execu- 
itive, he believes, should be 
strongly concerned with editorial 
contents. But Bernarr Macfadden 
| wanted to run for President, and 
‘toward this end was “toning | 
‘down” the editorial slant of the 
/magazines. He was also reducing 
\the promotion, in vigor and vol- 


/5,000,000, or 80%, is newsstand.) 
‘In February. returns averaged 
lonly 10.9%. 

Shap attributes a good share of 
the company’s cireulation progress 
to the work not only of the home 
office men but of the 23 district 
|'managers. These district men al:0 
function as “correspondents” 
“The Macfadden Wholesale: 
Shap is supervising editor of this 
eight-page, coated-stock, tablod 
paper, but the entire circulation 
staff works on it as an extra duly. 
|Done in Variety style, about 70% 
|of its contents are devoted to te 
| industry and only about 30% © 
|Macfadden. About 150 names 
| wholesalers are mentioned in 
issue. 

For the last three years, “Ma: - 
fadden Wholesaler” has led Ci’- 
culation Management’s poll 
house organ popularity amor: 
wholesalers. 

One major Shapiro product h:s 
been men. Among those wi! ° 
grew up under him are Mike Ki - 
bane, circulation manager of lL - 
dependent News Company; Lie 
Wagner, sales manager of Tow’ 
Books; Morry Salomon, sale 
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manager of PocketBooks, Inc.; 
Paul Young, newsstand circula- 
ton manager of Time-Life; Felix 

ser, Abner Sideman, and Gene 
Kuefner, promotion, assistant pro- | 


motion and circulation managers 
of Look; Arthur Hale, advertising 
manager of Bantam Books; Eddie 
Lewis, sales manager of Penguin 
Books, and Arnie Abramson and 
Herb Hauptmann, vice-president, 
general manager and circulation 
director of Farrell Publishing. 

His two right-hand men at Mac- 
fadden are Sol N. Himmelman, cir- 
culation manager, and Ray Fiore, 
national supervisor. 


In addition to its own direct | 


promotion efforts, Macfadden 


magazines receive probably $3,- | 


| 


| 


000,000 in time annually through | 


their association with four net- 
work programs. 

“My True Story” is broadcast 
vy Libby, McNeill & Libby (J. 
Walter Thompson) five half-hours 
mornings on ABC, at an annual 
cost of $1,250,000, and gets a big 
1.2 Hooperating. “True Detective 


Mysteries,” by Oh Henry candy 


(Aubrey, Moore & Wallace) on 


Mutual Sunday afternoon, has a. 


top-ranking 10.8 Hooper. “Holly- 
wood Headlines” by Seeman Bros. | 
for Air-Wick (Weintraub agency) 
promotes the contents of Photo- 
play. In its first month on ABC— 
Saturday morning—it had a 3.2) 
Hooper. True Romances goes for 
a ride on “Heart’s Desire” five 
mornings a week on Mutual on 
the portion unsponsored. Its cur- 
rent Hooper is 3. 

Macfadden worked out the 
format for the first three shows, 
in cooperation with the networks, 
advertisers and agencies. (“Heart’s 
Desire’ was developed by Ray- 
mond R. Morgan, Hollywood.) All 
four promote the respective Mac- 
fadden magazines. Macfadden in 
turn promotes the programs in 
all its magazines and otherwise. 


Shap and Herb Drake, vice- 
president and promotion director, 
work closely together. Photoplay | 
asked Dr. George Gallup to find | 
which movie was “enjoyed most” | 
in 1947. It proved to be “The 
Jolson Story.” In connection with | 
Photoplay’s gold medal award for 
this picture, Macfadden arranged | 
with “Lux Theater” (J. Walter | 
Thompson) to do this picture on) 
its weekly CBS hour. For that | 
evening Hooper gave “Lux 
Theater” a record 30.5. 

Shap finds time to get in a 
little-red dog with the boys at 
circulation conventions, but his 
ex-ulcers have forced him on the 
wagon permanently. He is active 
in the United Jewish Appeal. Mrs. 
Shapiro is a talented pianist, with 
concert experience. The Shapiros 
have two sons, Alan, 22, and Rich- 
ard, 18, both of whom want to 
be, not circulation managers, but 
writers, 


Art Directors Elect 
Rondell President 


Lester Rondell, free-lance art 
director, has been elected presi- 
dent of the Art Directors Club of 
New York, succeeding Paul Smith, 
art director of D’Arcy Advertising 
Company, who held the office for 
two terms. 

Harry O’Brien of O’Brien & Dor- 
rance, has been elected Ist vice- 
president; Richard S. Chenault, art 
ec. tor, American Magazine, 2nd 
Vice-president; Seymour Thomp- 
Son, secretary, and Garrett P. Orr, 
ar’ director of Outdoor Advertis- 
in: Company, treasurer. Arthur 
H wkins Jr., of Platt-Forbes, and 
R.iph H. Seberhagen, of Benton & 
B wles, were elected members of 
the executive committee. 


Names Cottingham A.M. 


Morgan K. Cottingham, for- 
rly eastern manager of Mech- 
ization, New York, has been 
med advertising manager in 
cago of Rock Products, pub- 
hed by Maclean-Hunter Pub- 


hing Corporation. He succeeds 
—_ Hoefer Jr., who has re-| 
ned. 


as 


= . | tract was signed through Zimmer-| ’ vice-president, Edward J. Breck; 
F ruehauf Trailer | Keller. Harvey C. Pruchaut been treasurer, Carl Clifford; secretary, 
|president of the company, will eee . ~ | Thelma Trow, and assistant secre- 

Starts Web Show ‘deliver a brief, institutional mes- —, y= og tary, John W. Fuller. 
Detroir — Fruehauf Trailer sage on the opening broadcast. | quarters in He has 


Company will sponsor a weekly —--— | with the publication since 1939. 
newscast over ABC starting June Labovitz Opens Agency 


IF YOU USE CAR CARDS 


20. H Wood li handle | 
ee . vt lean} Donald Advertising Associates, Adclub Elects Marcus Send for FREE Sample 


“CARDISPLAY” 


the commentary, which is titled! 


“This Changing World.” Time for Minneapolis, has been opened in| Leonard H. Marcus of the Mar- 


(the Andrus building by Donald | cus Sign Company, Springfield, 


the program is Sundays from 3 to Labovitz. former! cies | UNIQUE POINT-OF-SALE 
y advertising Mass., has been elected president 
3:15 p.m., EDT. ; manager of the Maxim’s Beauty| of the Advertising Club of Spring- _  CAR-CARD HOLDER 
This is Fruehauf’s first use of Salons and Nagell Hardware field. Other officers are: Ist vice- J>7>>> a+. 
network radio. The 52-week con-| Stores, Inc. | president, Albert W. Schenck; 2nd | es 


HIGH 
MAN 
ON 


THE 
INCOME 
POLL e « « The Midwest Unit 


Farm Subscriber 


Concentrate your advertising where 
farm wealth is concentrated.... 
IN THE MIDWEST 8 STATES 


Harvest a bumper crop of farm profits this year. Plant your 
advertising dollars where the sales soil is richest —in the fertile 
farmlands of the Midwest 8 states. Comparisons based on 
official U. S. Census Bureau tabulations show that farm 
subscribers to Midwest Unit Papers average nearly 
twice the yearly gross income of the average U. S. 
farmer; have more than double the U. S. proportion 
of high income farms. Sell this class farm market 
with the mass circulation offered in a single pack- 
age by the Midwest Farm Paper Unit. Buy all five 
papers on a money-saving basis with a single pur- 
chase order, a single plate. 


THE FARMER + WALLACES’ FARMER and IOWA HOMESTEAD + PRAIRIE FARMER - WISCONSIN AGRICULTURIST and FARMER + NEBRASKA FARMER 
Midwest offices at: 250 Park Ave., New York + 59 E. Madison St., Chicago - 542 New Center Building, Detroit + Russ Building, San Francisco + 645 S. Flower St., Los Angeles 
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Too Many Magazines 
on Stands, Smith Says 


To the Editor: We have read 


with interest an article in your is-| 


sue dated May 10 with regard to 
the regular seasonal drop of 
Magazine sales. According to the 
article this is wishful thinking on 
the part of the publishers. 

We think this drop is steadily 
increasing, and that it is caused 
by the fact publishers have 
flooded the newsstands with so 
many new periodicals the public 
is disgusted and does not know 
what to buy. In an effort to dis- 
cover the reason for this sales 
drop, we discontinued the display 
of all new magazines and showed 
only old sellers such as Reader’s 
Digest, Collier’s, etc., and found 
sales improved almost imme- 


|diately nearly 30%. 


If a Gallup poll could be made 
of news dealers and the public, 
we are confident it would show 
that there are absolutely too many 
magazines on newsstands. Of 
course, some of the large dis- 


reader’s forum. Letters are welcome. 


tributors of the publications do/| 


not care how much they clutter 
up the stands, so long as they can 
send the cover of the publication 


back and sell the remainder for | 


old paper, which is a highly lucra- 
tive business. We have been in 
this business a number of years, 


and it has been our experience 


that the fewer magazines on dis- 
play the better sales are. If you 
were to walk into a book store 


and find the books piled up on)! 


each other, you would not know 


what to buy. The same thing ap-| 
_vertisement with the headline 


plies to magazines. 


We wish that some way through 
your periodical the publishers and 
distributors could get together and 
be made to realize that the maga- 
zine business is merely being 
ruined. 

Harry SMITH, 

Smith News Company, Los 

Angeles. 

Geissinger’s ‘Psychic’ 
To the Editor: When W. B. 


Geissinger & Co. planned the ad-| 


vertising for Texsun grapefruit 
juice they had no idea that the 
makeup man and Associated Press 
would give such cooperation as 
this in the Los Angeles Herald- 
Express. 

Directly under the A. P. release 
headlined FOOD PRICES GO HIGHER 
is the Texsun grapefruit juice ad- 


The farmer gets what the ultimate buyer 
pays, less all the expense in between. 
Michigan Farmers have the big advantage 
because their major markets are near home. 
This means they net more dollars and have 
them to spend for the things you have to sell. 


It is a “short haul” for advertising, too, in 
the Michigan Farm Market. You can reach 
78% of these prosperous Michigan farm 
families with just one farm paper—The 
Michigan Farmer. 


For infor mation on all three papers address 


PENNSYLVANIA FARMER 
Harrisburg, Pa. 


OHIO FARMER 
A1013 Rockwell 
Cleveland, Ohio 


The Golden Crescent 
Farin Market 


Rurally Rich 


A —Politically Powerful 


MICHIGAN FARMER 


East Lansing, Mich. 


THIS FOOD PRICE IS DOWN! Which 
the satisfaction of the agency and 
client. 

Geissinger explains the position 
by saying, “We’re psychic, that’s 
all!” 

O. O. LIEFrFERs, 
Vice - President, W. B. Geis- 
singer & Co., Los Angeles. 


Seeks Broader Name 
for U. of I. Ad Course 


To the Editor: You may be 
aware of the fact that here at the 
University of Illinois most of the 
advertising work is housed in the 
‘School of Journalism. Students 
'who plan to enter the field of ad- 
vertising as a profession register 
in the School of Journalism and 
/major in advertising. This adver- 
|tising program at Illinois has at- 
tracted a large number of students 
|so that now we have between 250 
and 300 persons who are majoring 
|in advertising. There are a few 
|additional students in the College 
fe Commerce who take most of 
}our advertising courses, but in 
\general these people do not con- 
sider themselves as majors in ad- 
vertising. 

To many, the term “journalism” 
is not sufficiently broad to include 
all aspects of advertising. In fact, 
some believe that advertising 
should not be in a School of Jour- 
nalism at all. The answer to that 
at the University of Illinois seems 
to be to secure a term sufficiently 
broad to serve as an umbrella 
‘over orthodox journalism and ad- 
vertising. 

Several names have been sug- 
_gested as possible substitutes for 
|“journalism” as the name of this 
ischool. The more promising ones 
‘are: School of Communications; 
/School of Journalism and Adver- 
| tising; School of Journalism, Ad- 


| 
| 


| vertising, and Radio, and School! . 


ef Journalism and Communica- 
| tions. 

| Would you be good enough to 
help us in our search for a proper 
and adequate name if a change is 
|to be made? What name would 
_ be most effective in describing the 
areas of study which are now ad- 
/ministered by the School of Jour- 
/nalism? What name would be 
most valuable in directing pros- 
pective employers of advertising 
| graduates to the school where 
|such graduates are to be found? 
| Would a name other than the 
|School of Journalism be desired 
| by employers of advertising grad- 
uates? 

Your candid and complete com- 
/ments and recommendations would 
be both helpful and appreciated. 

C. H. SANDAGE, 
Professor of Advertising, Uni- 
versity of Illinois, Urbana. 


Liquor Copy Needs New 
Theme, Reader Says 

To the Editor: I was interested 
in the controversy which has de- 
veloped relative to the Drewry 
company’s use of an ad showing a 
Canadian “mountie” drinking on 
duty. The Canadians surely have 
the right to object, just as much 
as we in the United States would 
protest a policeman drinking on 
his beat. 

The lack of judgment is fully 
realized when we consider that 
|one of the main tasks of the po- 
licemen as well as mounties is 
caused by a misuse of liquor. The 
other night a policeman, evidently 
' disgusted with what he had just 
— made this most significant 
statement to a few of us—“The 
‘bars are full of people—a lot of 
|drinking tonight. I’m afraid there 
will be a lot of work for us and 
|plenty of auto accidents.” 

And that reminds me that the 
/other day in Chicago, key men of 
'the business world held a confer- 
|/ence in which it was stated that 
| the loss of industry due to drink- 
‘ing and alcoholism runs up to a 


billion or more dollars a year jp 


filled that column completely—to|Chicagoland. And they know t 1a: 
| something has to be done abou i 
| If the liquor interests find it 


essary to bring the men of ‘he 
law into the picture to adver ise 
their stuff, they must be hard wu 
for advertising copy. 
E. R. Lawton, 
Chicagc 


Necessity and Local 16 
Mother Invention 


To the Editor: The enclosed 
600-line newspaper ad might be 
an interesting reprint. It is run 
by a wholesale drug house, and 
not only plugs the druggist, but 
plugs an item the druggist has on 
hand. 

The entire ad was done on IBM 
typewriter, phototype, stripped-in 


personalized service 

of vour neighborhood druggis| 


ADVERTISEMENT SPONSORED Tmt OF BETA: STOMES By 


Be GALLER COMPANY 


art from Kotex folders and some 
hand lettering. Total production 
cost $16.50. We are learning a 
few things, thanks to ITU! 

I would appreciate your men- 
tioning that the ad was placed by 
this agency, which is brand new 
. . I have had no time to an- 
nounce my birth. . . 

Britt KIRKLAND, 

W. S. Kirkland Advertising, 

Chicago. 


Socrates-Woolf-Weir 


To James D. Woolf, writer of 
Salesense in Advertising, via the 
Editor: When I was in my teens, 
I wrote a poem about the chances 
after death—based on the fact that 
if there is something, fine; and if 
there isn’t, it won’t make any dif- 
ference. 

When I _ found, later, that 
Socrates had voiced the same sen- 
timents, I was somewhat crest- 
fallen. 

Just tonight, belatedly looking 
through this week’s Ap |! 
came across an italicized passage 
in your column that I have been 
maintaining for years—and in 
practically the same language! 
That passage was, of course: 

On any given day, at any 
given hour, in any given 
publication, only a _ small 
percentage of any group of 
readers have any interest in 
the product or service being 
advertised. 

I was about to feel chagrined 
again—when I suddenly realized 
that to come to the same conc!u- 
sions as Socrates and Jim Woolf 
isn’t so bad after all. 

Incidentally, I think you h: 
given voice to the major diff 
ence between so-called “gret’ 
copywriters and definitely me:i- 
ocre ones. The former write o: ly 
for the people already in the mc 
to buy; the latter waste a lot 
senseless verbiage on those w 10 
aren’t in the market anyway. 

There are other factors, toc — 
such as the ability to be mer i- 
lessly critical of one’s own wo <. 
But none, I believe, so dist '- 
guishes the writer whose cc y 
sells from the writer whose coy 
only gets into print as the co 1- 
monsense—the salesense—to cc 1- 
centrate only on those 
ready and about to buy. And, 
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you so succinctly point out, these 
ere always in the minority. 
WALTER WEIR, 
Walter Weir, Inc., New York. 


‘Salesense’ to Come 

To the Editor: Although certain 
hat I am by no means the first to 
comment on James D. Woolf’s 
“Salesense in Advertising” col- 
umn, I do want to express my ap- 
preciation for the fine job that 
both he and ADVERTISING AGE are 
doing. 

The April 26 article interested 
me particularly—so much so, in| 


fact, that I am prompted to ask} 


whether you are planning to pub- 


lish a collection of these articles, | | 6) over the tuition charges of 


or have seriously contemplated 
doing so. I feel confident that 
there are a great many readers 
who make every attempt to follow 
the column, but who—like myself 
—occasionally miss an issue. Ifa 
collection of his articles is avail- 
able, I should very much appreci- 
ate learning how one might be 
obtained. 

STANLEY G. BREYER, 
Commercial Manager, Station 
KJBS, San Francisco. 

[Editor’s Note: Mr. Woolf’s ar- 
ticles in AA will definitely be re- 
printed in booklet form, but prob- 
ably not until later in the year.] 


‘The Same as Mel’ 


To the Editor: Thanks, Mr. 
David R. Coey, for adding the 


writer of the General Electric ad | 
“Look—No Hands” to the category | 


of great minds. The first adver- 
tisement of this series appeared in 
the Jan. 19 issues of both Time 


and Newsweek. These ads were | 


planned last spring when we 
wanted to stress the footpedal con- 
venience of General Electric water 
coolers. 

The expression “Look—No 
Hands” probably dates back to 
the first kid who owned a two- 


wheel bike (or possibly to the dis- | 
covery of the statue of Venus de| 
We stake no claim to the | lished private schools in the same 


Milo). 


Schools Operating 
under ‘GI Bill’ 
Get VA Ad Rule 


WASHINGTON—Although the Vet- 
erans Administration is tightening 
up on its payments to private 
schools operating under the “GI 
Bill,” a policy statement issued 
last week assures recognition of 
|advertising as a cost factor in 
computing “fair” tuition rates. 

In an effort to get firmer con- 


the private training schools, VA 
is requiring new schools, and 
those which have raised tuition 
“materially,” to show that their 
charges are not excessive for the 
services they offer. 

Applying as it does to all 
schools established since June 22, 
1944, and to older schools which 
have raised their tuition rates 
noticeably, the procedure is likely 
to touch a considerable propor- 
tion of the nearly 40,000 institu- 
tions which serve ex-GI students. 


Must Sign Contract 


The schools affected must nego- 
tiate a contract with VA to con- 
tinue their veterans’ training. In 
arranging the contract, VA is to 
allow all “reasonable and neces- 
sary costs of operation,” including 
an allowance for advertising. 

Previously, VA paid the schools 
their customary tuition as long as 
it was $500 or less. Only schools 
with rates over $500 were re- 
quired to justify their charges as 
fair and reasonable. 

But in many cases VA suspected 
that new schools, and even long- 
established ones patronized pre- 
dominately by veterans, were 
charging rates several times 
higher than those charged for 
similar instruction by older, estab- 


expression but echo Mr. Kipling’s | area. 


famous lyrics: 

When ’Omer smote 
lyre 

He’d ’eard men sing by land an’ 
sea 


In examining the advertising 


’is blooming | charges in the financial statements 


submitted by the schools which 


| were asked to justify their tuition 
| schedules, 


VA frequently disal- 


An’ what he thought ’e might re-| lowed substantial amounts. The 


quire 
*E went an’ took—the same as me! 
WILLIAM ALEXANDER, 
Newell-Emmett Company, 
New York. 


matter was brought before a 
House veterans subcommittee last 


winter by operators of aviation 
| flight schools who claimed that 


advertising received too little rec- 


WASHINGTON 


ognition. 

In computing advertising al- 
lowances under the new policy, 
VA established two standards: 


2 Standards Set 


For schools established before 
June 22, 1944: A percentage to 
gross not greater than the aver- 
age over the five years between 
June 22, 1939, and June 22, 1944, 
provided it is no greater than the 
other comparable schools in the 
area. 

For schools established since 


June 22, 1944: Actual expendi- 
tures so long as they are in line| 
with expenditures of comparable | 
schools in the area. Where there 
are no comparable schools, actual 
expenditures, but not over 8% of 
gross income. 

Where a school has been spend- 
ing more than 8% of gross income 
for advertising, special approval 
must be obtained from VA. 

Under the VA policy “adver- 
tising expense” includes: 

Advertising department, where | 


there is such a department; media 
cost; production costs, including 
brochures, catalogs, pamphlets 
and bulletins. 

Specifically excluded are pro- 
motion activities such as gifts, 


scholarships, contests and sales 
commissions. 
Plaskon Appoints Two 


Michael A. Brown Jr., formerly 
editor and assistant publisher of 
Plastics, has been appointed sales 
promotion manager of the Plaskon 
division of Libbey-Owens-Ford 
Glass Company, Toledo. George 
A. Taylor, who joined the divi- 
sion in 1945, has been named ad- 
vertising manager in the sales 


promotion department. 


Two Name Twiss Agency 


Stocker Mfg. Company, Net- 
cong, N. J., kraft and _ cloth 
gummed tape manufacturer, and 
Camp-Betner Corporation, Rich- 
mond, Va., Multiwall bag manu- 
facturer, have appointed the 
House of J. Hayden Twiss, New 
York, to handle their advertising. 


New Products? 


I took 18 years to dis- 
cover “8 Basic Plans’’ 
for quick distribution, 
sales. Tested ideas. 
Send $10 for complete 
outline. 


Box 7071, Advertising Age 
100 E. Ohio St., Chicago Ii, til. 


MIDWEST BINDERY 


HAND BINDERY SPECIALISTS 


549 W. WASHINGTON @ CHICAGO @ RANDOLPH 3696 


A GRUDGE (5 TOO HEAVY A 
LOAD FOR ANY MAN T0 CARRY 


a 


But your automotive service industry 
Sales load is not too heavy to be carried by 


DIGEST 


First in paid circulation - - First in readership 
First in reader response 


Over 100,000 Paid in the Industry 


"No. 6 PLAIN 
"HORSE SENSE” 
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|& Sons, spoke on advertising as a 
force in community development. 

The awards were as follows 
(classification, advertiser, agency, 


‘Daily News’ Ups Price 

The New York Daily News has 
increased its price from 2 cents 
to 3 cents in the city, 4 cents in 


Chicago Adclub 


suburbs. This is the first price Gives 56 Awards aes and art director, respec- 
increase since its 1919 founding. ively): 
,} In an editorial the newspaper said Magazines. Color campaign, insti- 


its 1947 income was double that 
of 1940, but its earnings were less. 
Subscription rates are unchanged. 


Jonas Adds — 


The following companies have 
appointed Myron Jonas Company, 
New York, to handle their adver- 
tising: Howard O. Bullard, Inc., 
typographer; Rich & McLean, Inc., 
machine parts; the Vision Com- 
pany, color card division, and 
Hobson Miller Paper Company, all 
of New York. 


tutional: Swift & Co. J. Walter 
Thompson Company; Kenneth Ward; 
Fred Boulton, 
campaign: Toni Company; Foote, 
Cone & Belding; Ray Mayworm; 
Dave Lockwood; and Martin Krein, 
artist. Institutional black-and-white 
drive: Borg-Warner Corporation via 
JWT; Spence Hill and Norton 
O'Meara, writers; Charles McCarty; 
artist W. A. Ripley. Product selling 
black -and-white: Hiram Walker, 
Inc.; FC&BP; Fairfax M. Cone and 
Carl Post, writers; Dave Lockwood. 
Honorable mention: Carson Pirie 
Scott & Co.; Earle Ludgin & Co.; J. 
Edwin Chapman; Henry Billsten. 


in Many Media 


Cuicaco—Fifty-six awards have 
been made in eight major classi- 
fications by the Chicago Federated 
Advertising Club in its sixth an- 
nual advertising awards compe- 
tition. 

The awards were presented at 
a dinner meeting of the club at 
which Willard W. Cole, executive 
vice-president of Henry C. Lytton 


2 Armour Awards 


INDUSTRIAL STAGECRAFT 
DESIGNERS & PRODUCERS 


Business Papers. institutional 
color: Crane Company; Buchen Com- 


* 


posters, pany; H. W. Tymick; Doug Smith; 
4 @ Designed te our rtist Roswell Brown; and honor- 
SILKSCREEN CONVENTION @ ty able mention, Elmer Mills Cor- 


poration, via Bozell & Jacobs; Philip 
Rouda: Ben Taylor; artist Stephens 


DISPLAYS) « vim 


PRINTING )winoow.” 


DISPLAYS. Biondi. Product selling color: Stand- 
PHONE FRA. 4260 = 3 DIMENSIONS — 180 W. RANDOLPH ST. CHICAGO, ILL | ard Oil of Indiana; MeCann-Erick- 
son; H. G. Anderson and R. B. Bald- 


THE ORDER Department at P&A is a busy 
station—a behive of activity. Amidst a battery 
of ringing telephones, and in an atmospheye teem- 
ing with purpose, five service men are constantly 
in motion. Some perhaps on the phones, others 
busy writing and routing shop orders—-orders 
requiring follow-up throughout production stages. 


Yet there is no confusion, few mistakes, for 
this department receives amazingly efficient 
supervision. This excellent control is provided 
by Herman, who is head of the department as ; 
well as plant manager. 


Customers appreciate the ability of this 
department—rely on it to effect all orders to 
timely and successful conclusion. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRICE MAKERS + STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


win; Albert Schmid; artist, C. R. 
Grauman Studios; and honorable 
mention to Armour & Co.; FC&B; 
Elwood Ratliffe; Cc. F. Johnson. 
Black-and-white institutional; Pills- 
bury Mills; McCann; C. B. Cory and 
iJ. I. Tucker, writers: Bill Scott; | 


Cleary; 
Product selling color | 


| artist, Mr. Simpson. 


A. H. Talbot Jr.; artists M. Green- 
| wald and Grossman. Catalogs: 
J. P. Marsh Corporation; produced 


| director Walter Howe; 


direct 


| ing Company; art 


| cago Herald-American; Helen Wells: 


artist, Potter-Zeigler Studios. Black- 
and-white product selling: Portland 
Cement Ass'n.; Roche, Williams & 
Louis A. Paeth; Francis X. 
O’Beirne; artist Hugh Ferris; and 
honorable mention to Diamond T 
Motor Car Company; Roche, Wil- 
liaams & Cleary; Frank Tyson; 
George Lyman. 

Newspapers. National or regional 
institutional: Railroads  Inter-Re- | 
gional Advertising Committee; Mc- 
Cann; Sid Wells and Bill Scott, art 
directors; artist Vic Seward. Prod- 
uct selling, over 400 lines: Armour: 
FC&B; Henry Bokhof; John Breu- 
nig; artist John McCormick. Prod- 
uct selling, 400 lines or less: Ar- 
mour; FC&B; Charles B. Shank; 
E. L. Steadman; artist Charles Mil- | 
ler. Local institutional: Marshall | 
Field & Co.; Kathleen O'Grady; 
Frances Owen; artist Kay Griffin. 
Local product selling, over 400 lines: 
Marshall Field & Co.; Patricia Bar- 
rett; Miss Owen; artist Dorothy 
Christy. Newspaper continuity strip, 
black-and-white: Bowman Dairy 
Company; JWT; Dave Lundstrom; 
art directors Richard Schmickrath 
and Grace Mallory; artist Virginia 
Linville. 


Cellucotton Wins 2 


Full-color “supplement display”: 
Libby, McNeill & Libby; JWT: 
writers Margaret Weishaar and Nor- 
ton O'Meara: director George Allen; 
artists Lyman Simpson and Virginia 
Linville. Supplement monotone dis- 
play: International Cellucotton 
Products Company; FC&B; Winifred 
Snyder; directors Dave Lockwood 
and Don Ruf; artist Stan Klinley. 
Full-color supplement continuity: 
International Cellucotton; FC&B; 
Miss Snyder; directors Lockwood 
and Ruf; Mrs. Marge Buell, writer. 

Posters. 24-sheet campaign: A. J. 
Canfield Company; William Hart 
Adler, Inc.; director Warren Shus- 
ter; artist, Eugene Silverton. Post- 
ers, 24-sheet single ad: Pixley & 
Ehlers; General Outdoor Advertis- 
director, William 


Miller; artist Lyman Simpson, Car 
ecards: Beatrice Foods Company; 
FC&B; John Rolfe; Robert Dohn; 


Direct Mail. Mailing pieces: Chi- 


by Poole Bros.; writer Fred Hudson; 
art director and artist, Dan Smith. 
External house organs: Abbott Lab- 
oratories; Gordon Hoard; Bert Ray: 
artist Nura. Booklets and brochures: 
Poole Bros.; Eleanor Kelsey; Mr. 
Smith; artist Ralph Johnstone. An- 
nual reports: Northern Illinois Pub- 
lic Service Company; produced by | 
R. R. Donnelley & Sons Company; | 
designed by 


Norman Christiansen. 


United's Award Special 


A special award for outstanding | 


isponsored 


lines (Hawaiian service); Robe: 
Johnson, advertising manage: 
James McCray, artist. 


Point of Purchase. Window di .- 
play: Bauer & Black, via Zipprod 
Inc.; artist, Harry’L. Hartt. Count. 
display: Glenmore Distilleries, 1, 
W. L. Stensgaard & Associates; a 
director, Robert von Liski; arti 
Morton Bridge. Inside display: Pil! 
bury, by Zipprodt; Mr. Hartt, artis 
Honorable mention for a count: 
display by Stensgaard for Toas:.- 
master Products division of MeGra 


| Electric Company. 


Radto Programs. Drama: speci.) 
award to NBC's “The World’s Gres: 
Novels.” Variety: first award ;:, 
“Musical Milkwagon,” on WMA\W 
by Bowman Dairy 
Special award 


through JWT. 


| ABC’s “Breakfast Club” for Swift « 
| Co, 
| Cann; 


promotion, via JWT and Me- 
and honorable mention t, 
“Melody Lane,” WBBM, sponsore:( 
by Wieboldt Stores via Needhan 
Louis & Brorby. 

Music program: Honorable men- 
tions to Northern Trust Company's 
“The Northerners” over WGN, via 
JWT, and Chicago Title & Trust 
Company’s “Chicago Symphony 
the Air” on WCEL via Earle Ludgi; 
Ine. 


More Radio Awards 


Special Program Features: Tie fo; 
first by “Spotlight on Sports” with 
Jack Brickhouse on WGN, sponsored 
by Atlas Brewing Company, and 
“Bert Wilson—Baseball,” for Old 
Gold cigarets on WIND. Public sery- 
ice: first prize to WBBM’s “Repor: 
Uncensored,” and honorable mention 
to “Wanted: A Place to Live.” 
WENR program for William A 
Lewis Company, via W. B. Doner & 
Co. First award among women’s 
shows to “Housewives Protective 
League,” WBBM co-op, and honor- 
able mention to WGN’s “To You 
Milady a Melody,” sponsored by Cen- 
tral Grocers’ Co-op via Saliner Radio 
Advertising. 

Spot news first award: “Spencer 
Allen and the News,” on WGN; hon- 
rable mention to “Everett Holles 
ind the News,” WBBM show spon- 
sored by Standard of Indiana via 
McCann - Erickson. Teen-age _ top 
prize to WMAQ’s “It’s Our Turn” 
and honorable mention to WGN’s 
“Swinging at the Sugar Bowl.” 
Juvenile top award: Mutual's “Tom 
Mix Show” for Ralston Purina Com 
pany via Gardner Advertising Com- 
pany; honorable mention to Derby 
Foods’ “Adventures of Sky King” on 
ABC via NL&B. “Chesterfield ABC 
Club” with Eddie Hubbard on WIN] 
won honorable mention, only dis: 
jockey show honored. 

Spot Announcements: Straight 
“Chuckles” for Fred W. Amend Com- 
pany via FC&B (top award) and 
“Frigidaire” for General Motors via 
FC&B (honorable mention). Musical, 
first award to Toni Company via 
FC&B, and honorable menion to 
Junket Brand Foods, through Mit- 
chell-Faust Advertising Company. 
First to RCA 
Victor’s “Junior through 
JWT, heard on here, and 
Commonwealth Company's 
“Jane Foster Call,” via 


Television: prize 
Jamboree” 
WBKB 
Edison 
Comes to 


mail promotion: United Air-|J. R. Pershall Company. 
New YORK SUBWAY CARDS and 
Station Posters offer advertisers 
maximum coverage, color, continu- 
ous display, long exposure, frequent 
repetition of impact. Of New York's 
5,370,000 adults... 
9 ovTt oF 10 
ARE SUBWAY RIDERS! | 
NEW YORK SUBWAYS ADV. CO., 630 FIFTH AVE., N. Y. 20 
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REVEALING YARN—This coed is help- 
ing Sterling Tool Products Co., Chi- 
cago, to sell its portable sander, in a 
page ad in trade publications, through 
Behel & Waldie & Briggs, Chicago. 


Sterling Sander 
Backed by Humor 
Ads, Direct Mail 


Cuicaco—A little humor and a 
little sex are being used by the 
Sterling Tool Products Company 
here in a national campaign, in- 
cluding a distinctive direct-mail 
series, to assist and stimulate the 
efforts of distributors of the Ster- 
ling Portable Electric Sander. 

Under a “Busy Shop Plan,” the 
company sends to distributors a 
25x14-inch broadside with space 
for listing their 50 best prospective 
customers. Distributors return the 
list portion to the company, which 


then sends the prospect four post- | 


cards at weekly intervals. 

Cards show pictorially that 
“you’re losing something” if you 
don’t have Sterling’s sander— 
with pictures ranging from a 
sweater girl whose yarn is un- 
raveling to a fat man whose sus- 
pender buttons are popping. The 
local dealer’s name is on the card. 

As part of the campaign, a 
fourth-page black-and-white ad, 
minus the losing-something motif, 
will appear in The Saturday Eve- 
ning Post June 26. Page ads with 
the motif are appearing through- 
out the year in American Builder, 
Autobody & Reconditioned Car, 
Automotive Digest, Industrial Fin- 
ishing, Jobber Topics, Mill & Fac- 
tory, Mill Supplies, Motor, Motor 
Building and Practical Builder. 

Behel & Waldie & Briggs here 
handles the aecount. 


Vogel Rejoins G-E 

E. H. Vogel, for eight years 
vice-president in charge of sales 
for Farnsworth Television & Radio 
Corporation, has returned to Gen- 
eral Electric Company as a mem- 
ber of the staff of Dr. W. R. G. 
Baker, vice-president and general 
manager of the electronics de- 
partment in Syracuse. Mr. Vogel 
was manager of G-E’s radio sales 
division from 1936 to 1939. 


You can’t get to 
first base if 42°, 
°° your bat is 
missing, and you 
can‘'t properly | @ 

cover sports cain. 
ment retailers without a 

reaching the 42%* of the 
Paid retailer subscribers to 
SPORTS AGE who read no 
orher trade paper in the field. 


The Business Pagenine of the 
Sports Industry 


This is 42% of the paid retailer“ ~~ 
ibseri as shown by A. B. C. 


cribers 
‘udit Report. 


PUBLICATIONS—Est. 1877. Publish 


ers 
TOPICS, OFFICE MANAGEMENT 
UIPMENT, THE GIFT AND ART 
SPORTS AGE and Trade Directories. 


New York I, N. Y. 


Commerce Department explains. 
The publication is available 


Commerce Market 
from the department field offices 


F actors Volume ‘or from the Superintendent of 


Revised to ‘AG 'Documents here for 30 cents. 
WAsHINGTON—One of Commerce | CBS Appoints DeGray 


Department’s most useful market- | Edward J. DeGray, former as- 
ing publications, “State, Regional | cictant general manager of WBT, 
and Local Market Factors,” is now | Charlotte, N. C., CBS affiliate, and 
available in a revised edition con- | secretary-treasurer of the Jeffer- 
taining data through 1946. 

The revised version of the pub- | pany, owner of WBT, has been 
lication has 50 tables under eight | appointed assistant to J. Kelly 


| Smith, vice-president in charge of 


come, production, finance, retail | lumbia Broadcasting System, New 


sales and agriculture information 


for states, regions and important) ‘Nation’ Names Bernard 


counties on a comparative basis. | ; 
» The Nation, New York, has ap- 


The publication is designed to| / 
simplify computation of sales po-| New York. as its exclusive adver: 
tentials and sales quotas for geo- | ti<ing representative. The maga- 
graphic areas in the distribution | zine plans a concentrated cam- 
or redistribution of selling, adver-| paign in national and business 
tising and promotional efforts,| magazines within a month. 


Standard Broadcasting Com- 


‘Washburn Starts Drive 
Washburn Candy Corporation, aS 
Brockton, Mass., a | moted from merchandising execu- 
recipe campaign for Waleeco tive to vice-president and contact 
cocoanut bar in 13 newspapers in SUpervisor of Young & Rubicam, 
nine New England cities. The New York. 
‘agency is Bennett, Walther & 
Menadier, Boston. 


| Y&R Promotes Washburn 


Walter Washburn has been pro- 


Hill Joins Bates 


E. L. Hill, former brand man in 
the advertising department of the 
| Procter & Gamble Company, Cin- 
|cinnati, has joined Ted Bates, 
| Inc., New York, as an account ex- 

ecutive. 


HALVES OF THE. 


VANCOUVER AREA” 


The Seattle Times 


ONE 


power. 


Circulation exceeds 
200,000 Daily + 230,000 Sunday 


Represented by 0 


crew always wins...with better training, timing, 
In Seattle ONE newspaper always wins for the ad- 


vertiser—The SEATTLE TIMES. It has the training...with 
intensive news coverage in this area, plus the nation’s out- 


standing features. It has timing ...an evening newspaper 


on the Pacific Coast gets the news breaks; so evening read- 
ing is a Seattle habit. It has the power... read in 3 out of 
4 homes in the Seattle Trading Area where nearly 750,000 
prosperous people live. You can’t sell Seattle without The 
TIMES...you will sell Seattle with The TIMES alone. 


SEATTLE TIMES 


‘MARA & ORMSBEE, INC., new - 


Detrovt Crcano Angeles San Francesco 
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Setchell Carlson Plugs 
Radio Dor-A-Fone 


A national campaign beginning 
with advertising to the trade is 
being scheduled by Setchell Carl- 
son, Inc., St. Paul, featuring their 


new combination inter-call system | 


and radio. The novel unit, called 
a Radio Dor-A-Fone, makes pos- 
sible both a complete inter-call 
system and a radio in one unit. 

In addition to dealer advertis- 


Fireman’‘s Makes 
Profit: PR Story 


on Cargo Salvage 


SEATTLE — When the ship Dia- 
mond Knot, southbound from 
Alaska, collided and sank in Puget 
Sound with a $3,500,000 cargo of 
canned salmon and herring oil, 
underwriters salvaged not only 


ing, a consumer campaign to dem-| most of the cargo but an unusual 


onstrate the uses of the new) 
gadget is being scheduled in wom- | measure of 


institutional promo- 
tion and good public relations. 


en’s magazines, medical and 
dental journals. Local newspapers How the cargo was salvaged 
and point-of-sale displays also|from 135-foot depths and the 


will be used. Harold C. Walker, 
Advertising, Minneapolis, is the 
agency. 


te for new 
s No. 108. No 
CATC 


canned salmon reprocessed and 
marketed are told in a booklet 
titled, “The Story of the Diamond 
Knot,” just published by the Fire- 
man’s Fund Insurance Company, 
San Francisco. 

Fireman’s Fund, with branch 
offices across the country, is send- 
ing 10,000 copies to persons in- 
terested in marine insurance and 
salvage activities. Supplementing 
the booklet, the company is using 
a 30-minute sound color film to 


| pany, 


| show salvage operations to service | 


'and luncheon clubs, veterans’ or- 
| ganizations, social clubs and re-| 
| ligious groups. 


Phillips-Jones Shows 
Store Layout Plan 


Phillips-Jones Corporation has 
revealed plans of store moderniza- 
tion layouts available at cost to 
Van Heusen dealers at a semi-| 
annual sales convention in New | 
York. The program is the work | 
of Morris Lapidus, and embraces | 
store interiors, lighting arrange- 
ments, store fronts, display cab- | 
inets and selling units. 

The retailer picks the elements 
from the program which he likes, | 
advises the company of his needs, 
and can get the showcases and | 
fixtures designed by Mr. Lapidus 
at cost. 


Appoints Jewell Agency 

Mother’s Cake & Cookie Com- 
Oakland, Cal., has named 
the Jewell Advertising Agency, 
Oakland, to handle its advertising. 
Radio, newspapers and magazines 
will be used. 


a standard color 
at standard color rate 


. This is in line with the BAKERS' HELPER policy which is to constantly im- 
prove our service to advertisers—to help them get the greatest value for 
their advertising dollars. 


This is another BAKERS' HELPER exclusive. The addition of GREEN as 
a standard color—at the standard color rate—gives advertisers greater 
color variety (red or green) at no extra cost. 


BAKERS’ HELPER 


105 West Adams St. 


NEW YORK 
165 Broadway 
SEATTLE 
White Building 


BAKERS’ HELPER 


now offers advertisers | 


LOS ANGELES | 
816 W. 5th Street 
SAN FRANCISCO 

240 Stockton Street 


16,687 Net Paid—Highest paid circulation any | 
Bakery publication has ever reached! 


Chicago 3, Ill. 


“Add Gerard Brandt, ad manager of the NAM, to the list o 
gentlemen who have had disastrous results from picking up : 
lady’s hankie. Brandt broke his collar bone while limbering u; 
in a local gym recently and 10 days later cracked it again while 
stooping to pick up a lacy bit of linen... 

Davidson Taylor, CBS vice-president and director of public af- 
fairs, has been invited to serve as chief radio consultant at the 
second meeting of the advisory committee of information experts 
at the United Nations... 

Bill Gleason, New York representative of Colonial Press, has bee 
elected president of The Navigators. . . Mary McClung, gen’! mgr 
of the New York Post, and Prof. George B. Hotchkiss, head of th« 
department of marketing at NYU, are among the judges of th« 
public service advertising awards of the N. Y. advertising chapter, 
American Veterans Committee. . . 

Frederick Barnefuer of the AFA is the proud father of a baby 
girl. . . A May wedding was that of Bob Smith of Morse Inter- 
national to Anne Hester of Morristown, N. J. . . John Hale, whose 
father, J. Mark Hale, is a J. Walter Thompson executive, was en- 
gaged last month to Rhoda Seman of Long Island... 


THE SEASON'S ON—This foursome, taking part in Tide Water Associated Oil 

Co.'s annual home office golf tournament at the Sanoma, Cal., Golf and Country 

Club, includes E. D. Thuener, advertising assistant, Tide Water; Cedric Carr, 

copy chief, and Leland B. Blair, vice-president, Buchanan & Co., San Francisco, 

the company's agency, and E. C. Heinz, manager, wholesale sales, Tide Water's 
Associated division. 


Down in Rio de Janeiro a few weeks ago for the Rotary Inter- 
national convention, Richard P. Smith, exec. v.p. of W. R. C. Smith 
Publishing Co., Atlanta, couldn’t resist “doing what comes natur- 
ally”—visiting a number of South American textile mills. . . Am- 
brose T. Plunkett, v.p. of St. Regis Sales Corp., subsidiary of St. 
Regis Paper Co., New York, will retire July 1, after an association 
with St. Regis and Taggart Corp. for the past 33 years. He was 
honored at a luncheon given by Roy K. Ferguson, St. Regis pres., 
at the Union League Club... 

The appointment of James D. Shouse, pres. of Crosley Broad- 
casting Corp., as a member of the board of directors of the Uni- 
versity of Cincinnati has been confirmed by the Cincinnati City 
Council. His term runs through 1956. . . Robert F. Lowery of the 
Bendix Home Appliances ad dept. in South Bend feels that he has 
qualified as a full-fledged adman, since his doctor diagnosed an 
ulcer. Though delighted that his apprenticeship is over, Lowery 
is banking on the medico’s “two weeks of dieting and pills” as- 
surance of a cure... 

E. R. Boroff, v.p. in charge of ABC’s central division in Chicago, 
has received his master license from the government and is now 
entitled to the tag, “Skipper.” The 39-foot cabin cruiser he bought 
last fall is due for a launching soon. . . 

Members of the Greater New York Hospital Association honored 
Roy E. Larsen, president of Time, Inc., for his work in the hospital 
field at the association’s annual dinner. . . Three Goodyear Tire 
& Rubber employes who were presented with the Paul W. and 
Florence B. Litchfield awards of merit for outstanding accomplish- 
ment in the company’s sales organization during the past yea) 
were: Philip K. Coe, manufacturers sales, Detroit, selected as “‘bes' 
domestic wholesale salesman;” Clarence A. Wheeler, Los Angeles. 
chosen as “best ‘A’ store manager,’ and Walter R. Allen, Erie 
Pa., ‘‘best ‘C’ store manager.” . 

Godfrey Lebhar, chairman of the board of Lebhar-Friedma! 
Publications, is leaving soon for England, where he will call o1 
advertising agencies to inquire about the possible use of America! 
papers by British concerns anxious to develop export business. . 
Benedict Gimbel Jr., president of WIP and WIP-FM, Philadelphia 
has been named to serve on the finance committee of the Phila- 
delphia Chamber of Commerce. . 

Louis Sobolof, ad mgr. of June Dairy Products, will marry Rut! 
Kraus, radio performer, in the fall. . . John J. McClean Jr., o 
Sullivan, Stauffer, Colwell & Bayles, was married last month t 
Lydia Emmet Sherwood of New York... 

Lucky Jack Wechsler of Einson Freeman won the television se 
at the Point of Purchase Advertising Institute meeting in New Yor! 
several weeks ago. . . Albert C. Capotoste, U. S. resident manage 
of The Manila Times & Evening News, left for Manila May 21 o1 
the inaugural Philippine air lines’ DC-6 flight. . . 

Carrying on the family tradition, Don Kraft, son of Warren Kraft 
who is the Honig-Cooper agency’s Seattle head, was awarded th« 
Seattle Advertising & Sales Club’s prize as the outstanding man i: 
advertising in the graduating class of the U. of Washington’s schoo 
of journalism. Eleanor Swanson, Don’s fiancee, was awarded th: 
Pi Alpha Sigma prize as the outstanding woman in the school o 
journalism’s graduating class. . . 

E. P. Thomas, pres. of Advertising, Inc., Fort Worth agency, ha: 
doubled his title with his election to the presidency of the For: 
Worth Civitan Club. . . Janice Carter, of the Mutual network’: 
publicity department in Chicago, left May 28 for a tour of Europe 
She’ll be away several months. . . 
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Good Response to Eight Chains Sell 


‘Family Circle’ 


In addition to Safeway, 


Westinghouse 
ily Circle h dded four ad- 
ExportHelp Ads Famity circie nas added four ad- 


New YorkK—Westinghouse Elec-| bers Super Markets and Jewel 


rirst Questionnaires, 


| National, American and Colonial, | 


trie International Company has| Food Stores began with the May) 


issue and the Red Owl stores and 
H. C. Bohack Company will be 
added with the August issue. 


received more than 300 top man- 
agement letters already from its 
new advertising campaign, which | 
offers help to any manufacturer 
in setting up an export program. | 999° effective October, 1948, 
The campaign, which got under jand the black-and-white page 
way in May issues of U. S. News| rate will be increased to $4,000. 
& World Report and Fortune, of- | 


fers to manufacturers—primarily | Launches Co-ets Drive 
those whose products incorporate | p 
electrical equipment—40 years of Milltown. N 
experience in dealing with dis- | campaign for Co-ets, cotton 
tribution, import control regula-| squares for cosmetic and nursery 
tions and the financial conditions| use, in the following publications: 
in various markets. Ladies’ Home Journal, Photoplay, 
Interested manufacturers are| Seventeen, Today’s Woman and 
asked to write for a booklet called| True Story in addition to the 


“The Export Market for Your Fawcett Women’s Group, Hill- 
Product,” which explains in 22| man’s Group, Hunter Screen Unit 
pages the important considera- | 2nd & 
tions in exporting and how Wes- | 


The magazine’s circulation) 


| the 


Better Color Your 


proper balance at the conclusion 
of the returns. 
The Journal’s analysis is the 
’ ’ oldest of a dozen now prepared 
Says Journal | yearly in various areas and cities. 
-Colored paper is| 4A, reporting this May 24, said 
'the studies are so alike that they 
‘afford market by market com- 
parisons on 10% of the subjects 
covered. Comparisons are possible 


MILWAUKEE — 
better by 4% than ordinary white 
stock for consumer questionnaires, 
Milwaukee Journal’s§ 1948) 


}consumer analysis shows, accord- lon 90% of the subjects. 


ing to C. R. Conlee, research and | 
promotion manager of the Journal | 
(AA, May 24, Section 2). 

An 8,000-family sample of Mil- 
waukee was split: white ques- 
tionnaires were sent to 4,000 fam- | 
ilies and yellow questionnaires to 
another 4,000. Some questions 
were used in both types of ques- 
tionnaire; other questions were 
different in the two samples. The | in the West. 
return for the yellow question-| _The manufacturer plans no spe- 
naires was 4% better than for the | cial introductory campaign for its 
white. |latest table model, but will give 


play—when distribution war- 
When it became apparent that/ ants it—in the continuing news- 


the colored questionnaire would) paper campaign and _ regularly 
outstrip the white form in per- | scheduled ads in Life. 
formance, more of the white was|Inc., is the agency. 


G-E Introduces 
$229.50 Television Set 


General Electric Company’s 
newest television set—a 10-inch 
tube, $229.50 model—has been in- 
troduced in the Buffalo area. The 
price, the smallest figure on a G-E 
receiver to date, is slightly higher 


Maxon, 


circulated in order to strike a| Ballantine to Air Bout 


P. Ballantine & Sons, Newark, 
will sponsor the broadcast of the 
Graziano-Zale bout on approxi- 
mately 470 Mutual Broadcasting 
System stations on June 9. Tele- 
vision rights of the fight were not 
offered until June 5. Ballan- 
tine’s agency is J. Walter Thomp- 
son Company, New York. 


Largest PAID Circulation — by three 
times—of any magazine covering 
the entire industry... and a total of 


H,000 montniy 
(Tops in the field) 
82 Wall Street, New York 5, N. Y. 


tinghouse International represen- 
tatives can help. It is also a re- 
sounding recommendation for ex- | 
porting, noting that American ex- | 
porters have found foreign trade | 
a profitable venture “often during | 
periods of domestic recession.” 


Covers Several Factors 


The booklet covers such factors 
as adapting advertising to foreign 
selling, packaging, competition, 
standards of measure, restrictions 
on currency and loans, reciprocal 
trade agreements, trademark and 
design protection. 

This campaign follows the ar- 
rival of Fuller & Smith & Ross 
on the international account last 
November, and is actually part of 
a three-way institutional cam- 
paign for the International Com- 
pany. The other two branches of 
the campaign are a technical cam- 
paign selling Westinghouse engi- 
neering experience to foreign en- 
gineers in technical publications, 
ind an overseas campaign which 
will be ready for release shortly. 

The offer to other manufactur- 
ers, incidentally, is a joint opera- 
tion by Westinghouse and its In- 
ternational Company, with adver- 
tising costs split between them. 


Shaw Gets ‘Sun-Times’ 
John W. Shaw Advertising, Chi- 
cago, has been appointed to handle 
the advertising of the Chicago 
Sun-Times. 


Don't 
Measure the 
Size of the 
Farm Market 
by the 
Number 

of Farmers! 


The safe measure is the 
buying power of those farm- 
ers. And that’s where New 
Jersey — with 26,000 farms 
and a_ $300,000,000 annual 
farm income — stands head 
and shoulders over all others. 


it will Pay 

You to 
investigate 
NEW JERSEY— 


the farm market of big in- 
comers, big producers, big 
buyers. 


New persey | 
FARM 


GARDEN 


Garden State Building 
Sea Isle City, New Jersey 


situation for busy space buyers. 


ith one of our esteemed contempo- 
raries describing himself as “The Unques- 
tioned Leader” and the other, in his own 
words, “America’s Number One Sportsman's 
Magazine’—and with both of them telling us, 
“Sell the Field. Let’s not be competitive”, we'd 
like to venture some facts to help clarify the 


The record shows Outdoor Life first in 
newsstand sales, second in total circulation 


and first in editorial volume. But perhaps 
these simple facts are just illusions. Because, 
while there apparently can be two winners, 
there surely couldn't be three at the top! 


So, without competitive reference, let us 
state modestly these Outdoor Life circula- 
tion figures from the ABC Interim Statement 


for March 31, 1948. 


760.437 NET PAID ABC, wu 214 
=416,768 NEWSSTAND ABC, mar. 
BONUS CIRCULATION 
3,000,000 READERS PER ISSUE 


Outdoor Life alone, with over 


By all means, “buy the outdoor field” for a 
responsive man audience running to 6 or 7 
million readers. All three are fine, resultful 
magazines. But if you can’t buy all three, 


3 million 


readers per month, is a market second to none! 


Life 


353 FOURTH AVENUE, NEW YORK 10, W. Y. CHICAGO: 360 NORTH MICHIGAN AVE. - CLEVELAND: 378 CITIZENS BLOG 
DETROIT: 2437 BOOK TOWER - LOS ANGELES: 1022 GARFIELD BLDG. * SAN FRANCISCO: 1014 RUSS BLOG. - SEATTLE: 618 SECOND AVE. 
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and vice-president of General 
Moscarella Moves Up 47 Council Nurse f y 
Last year United States busi- Trend of Retail Prices in April 
) tired as publisher of the Winnipeg rive nesuite ness contributed more than $1,- 
Tribune, and is succeeded by Ar-| , . 000,000 worth of space and time George Neustadt, New York, checks all retail advertising 
. | thur W. Moscarella, former assist- | ] 7} 40,000 Recruits to the nationwide advertising of about 90 consumer commodities in nine cities to de- ( 
ant New Yorx—The American Hos-| campaign designed to recruit termine price trends. By special arrangement with Mr. 
for pital Association, on behalf of! young women for schools of nurs- Neustadt, ADVERTISING AGE each month shows the trend 
nee Dr MeCurd who has|™ore than 4,000 of the nation’s| ing, which resulted in the enroll- in prices, as well as total advertising support, of the 10 ( 
neal the noteennnar tis 24 years hospitals, has paid tribute to the|ment of 40,000 student nurses. most significant or interesting commodities of the month. identi 
will continue as a director of the | @dvertising industry by present-| That figure represents the next to Prices shown here are the midpoint prices, meaning that man 
Southam Company ing a special award to the Adver-|the highest enrollment of any half the advertising for each item featured a higher price — 
; tising Council, expressing appre-| peacetime year. than that shown, and half featured a lower price. The King, 
ciation for the “outstanding con- This year 50,000 student nurses tabulation covers all advertising of each commodity in the phone 
: tribution to the health field made| are needed to help meet the hos- measured cities—by all types of retail outlets and in all other 
R INN (8) M by advertising in support of the/|pitals’ needs in caring for the 15,- printed media. 
Student Nurse Recruitment pro-| 000,000 people who currently 
Self liquidating and give-aways. gram.” enter American hospitals each for 
- Children’s premiums created to fit your product. Graham Davis, president of the| year. The council’s 1948 hospital Ww oi an an 4 ool dr $ 15.60 $ 16.48 $ 10.96 taines 
American Hospital Association,| career drive is aimed to recruit enses........ taine 
WALROB W&M untrimmed cloth coats...... 22.10 25.00 13.40 You | 
presented the award to Charles G.| more student nurses and create 
1525 E, 53RD ST. CHICAGO 15, ILL . 1.46 1.48 0.81 De § 
. Mortimer Jr., council chairman | better public understanding of the 
: ’ important services rendered by W&M foundation garments ....... 6.83 8.40 4.28 repla 
Men's wool 46.04 46.00, 27.30 ence- 
The J. Walter Thompson ghees 000 9.79 10.95 5.92 cranc 
ae pany, New York, prepared the ad- . 
The average reader material under the di-|] Radio Same 
rection of Anson C. Lowitz, vice-|| Mechanical refrigerators 264.00 236.00 110.80 
in the oilheating andi | president, who also serves as ‘ 
ordinator of the hospital career A d Li Cc CB 
fueloil business spends | campaign. vertising Linage Comparison My 
ii 1947 1948 % tion 
2 hours and 24 Building Show Commodity Linage Linage G or L hope: 
utes on each issue of The third annual Construction|| *W&M silk or wool dresses..... 1,435,429 = 1,526,856 6G ABC 
Industries Home and _ Building *W&M untrimmed cloth coats. . 1,077,862 1,403,451 31G latte! 
this, his favorite Exposition of Southern California W&M heslery ................ 207,816 216,172 5G with 
7 will be held June 20-30 at the *W&M foundation garments ... 195,061 257,705 32 G adde 
magazine Pan-Pacific Auditorium, Los An-|| *W&M shoes .................. 825,887 932,691 13G |B clude 
Write for further facts geles. Men’s wool suits.............. 442,792 821,944 87 G of Ri 
and detailed market data 238,168 312,490 31G jack 
Gets Bedding Account *Broadloom carpeting .......... 56,577 127,306 122 G |§ listen 
4 F UBLOIL & Heat of a tress *Electric washing machines.... . 74,411 246,763 232 G ical 
“New York 16, N. LExin gton 2-4566 per, Lynch & Fishel, New York, to *Linage at all-time high for April. — 
handle its advertising. CB 
numt 
chairman Walther Buchen, Bu- 
Tips on Packaging chen Company, Chicago. a 
— . : Other members are John L§ Sj 
TEEN PEs MARKET Presented in New Anderson, McCann-Erickson, New = 
T e en = W York; John F. Arndt, John Falk-§ 
ner Arndt & Co., Philadelphia; 
| arner rian 00 F. R. Feland, Batten, Barton, Dur-§ week 
| BRIDGEPORT, Conn.—A new stine & Osborn, New York; Don§ “Stri 
packaging handbook aimed at/Francisco, J. Walter Thompson™ to Gs 
helping manufacturers and adver- | Company, New York; Oakleigh R.§ party 
St. s; J. H. Geis 
appropriate packaging for anyY/voung Rubicam, New ° ‘ 
given product” has just been pub-| Robert E, Grove, Ketchum, Mac- 
“ lished by the box division of the|[eoq & Grove, Pittsburgh; Gorden 
Warner Brothers Company here. | EF. Hyde, Federal Advertising Co 
The handbook presents new and | Agency, New York; Paul Keenan, § Slam 
2 basic package styles and informa- | Dancer - Fitzgerald - Sample, Chi- § ener 
tion on the selection of type, color-| cago; H. D. Kerr, Bayless-Kerr § testa 
inks, plates, varnishes and stock|Company, Cleveland; Merle W. § fails 
for packages. New set-up boxes| Manly, Botsford, Constanting,t sew 
include a two-piece, telescoping, enstein, Grey Advertising Agency, woudl 
transparent acetate box which the puzz 
New York, and Ralph Van Buren, N 
handbook calls “an indication that | Ruthrauff & Ryan, New York. € 
the 100% acetate box is a worthy| Richard Turnbull, Four A’s vice- § W°! 
‘entry into the mass production! president, is secretary. “Eve 
field heretofore dominated ‘by con- ee been 
ventional packaging materials.” . 4 rate 
Discussing legibility of back-|/ @Shions to Hicks its « 
i ’ t t 
re ‘ oo book claims that yellow has the appointed Lawrence Boles Hicks, (ml 
Aen — most legibility and maroon the|1n. New York. to handle its ad- mit 
— least. vertising. (tur: 
C. J. LaRoche & Co., New York, 
h 1 h 4 un 
‘ Daniel W. McManus has been mate 
Four A's Names New appointed sales manager of Eliza- A) 
Our Teens Are Top-Flight People... Administration Group beth Arden of Canada, Toronto. the 
F American Association of Ad- port 
and top-flight advertisers really go welll, we’re the fastest growing teen- vertising Agencies has named FREE 2: “Cor 
for them. The American Girlisthe girls’ magazine. while @unsunciog thet 
Hy only teen-girls’ magazine that has Those facts speak for themselves, the number of standing commit- eye-calchina phate, "Com. to vy 
shown an increase in advertising Mr. Advertiser. You, too, will reach ‘mat. form: selv 
linage during the first five months __ the best of the teen-girl market . . -|of the new committee is Arthur || No 
of 1948.* In that period we en- those amazingly responsive, sound- Jr., Doherty, Clifford 
Shenfield, New York, and vice- 
; joyed a 26% gain over the similar income readers . . . when you ad- = 
period in °47. Circulation-wise, _vertise in... 
THE 
e 
t Tell us about your 
= offer and we will 
MAGAZINE SINCE 1899 | 
recommend suit-| 
155 East 44th Street, New York 17, New York able lists. On 
* * * * clic 
Published by the Girl Scouts of the U.S. A.—for all girls b 


Guaranteed Average Net Paid ABC circulation—450,000 
Now delivering over 500,000 
*From ‘‘May Magazine Linage”, Printers’ ink, May 14th issue. 
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34 Network Gold Mines 
Now Open to Audiences 


(Continued from Page 1) 
identifying the “secret sound”—a 
man scratching his beard. A few 
minutes later Emcee John Reed 
King, after one miss on a tele- 
phone call identification of an- 
other “secret sound,” awarded 
$800 in merchandise to a lady 
listener who recognized someone 
swallowing water. 

After several weeks as a sus- 
tainer, Columbia’s “Catch Me If 
You Can” was snapped up by the 
De Soto-Plymouth dealers as a 
replacement for the “Adventures 
of Christopher Wells.” The audi- 
ence-participation show—its first 
grand winner took home $7,000 in 
prizes—starts its sponsored run)! 
June 29. 


CBS Has Most 


CBS last week introduced “Sing | 
It Again,” an audience participa- | 
tion package which the network 
hopes will emulate the success of 


ABC’s “Stop The Music.” Like the 
latter, it is an hour-long broadcast | 
with a telephone gimmick. As an! 
added attraction, Columbia in-' 
cludes a phantom 
of Ralph Edwards—contest. The | 
jackpot to be awarded to the home | 
listener who identifies the ‘“‘phan-| 
tom” after passing the $100 mus-. 
ical question starts at $1,000. | 
Awards on this one are cash; no 
merchandise. 

CBS’ list of giveaways now 
numbers 10. ABC boasts nine, and 
NBC and MBS carry eight and 
seven, respectively. 

Since last summer, Luden’s has 
handed out more than $62,000— 
an average of about $1,400 
weekly—-to lucky contestants who 
“Strike It Rich” on CBS. Visitors 
to General Electric’s daily ‘“‘House- 
party” take home only the spon- 
sor’s products, some $500 worth) 
of them a week. 


Borden Buys Its Prizes 


Continental Baking’s “Grand 
Slam” permits the at-home list- 
ener to vie with the studio con- 
testant. If the studio contestant 
fails in answering a question, the | 
reward she was trying for goes to 
the listener who mailed in the 
puzzler. | 

Newest quiz show on the net- 
work’s log is Philip Morris’| 
“Everybody Wins,” which has_ 
been handing out money at the’ 
rate of about $400 weekly since | 
its debut several weeks ago. In| 
addition, there are mystery prizes | 
that 
(mink coat) and sometimes a gag | 
(turkey). Also on Columbia’s| 
schedule are Armour’s “Hint| 
Hunt” and “Winner Take All,” a| 
co-op, which dispenses approxi-_| 
mately $2,000 in loot every week. | 

Another program depending on| 
the audience to furnish a major | 
portion of the entertainment is| 
“County Fair,” sponsored by the | 
Borden Company. Some $300 
worth of booty is awarded weekly | 
to volunteers who subject them-_ 
selves to Win Elliot’s slapstick | 


This agency 
believes that 
integrity can never carry a price tag. 

ur own integrity is priceless. So is our 
clients’. Neither will ever be threatened 
"y any advertising we produce. We 
like to feel proud when we go home 
each night. 


FRED GARDNER CO., INC. 
Proven Advertising 


202 E. 44th St., N. Y. @ MU 7-4626 


are sometimes a windfall |- 


comedy. Borden buys all its prizes 
rather than obtaining them from 
the prize broker as do many ad- 
vertisers. 

For several weeks “County 
Fair” has been conducting a fa- 


|mous fathers contest. Adults who 
| write in the most original letters 
‘are given an _ opportunity to} 
‘identify a well-known man from| 
the description given by a child 
actor. Listeners also send in a 
contribution to the Boys Clubs of | 
America. The winner designates | 
the boy or girl of his choice to 
whom goes a year’s supply of ice 
cream (one cone a day), an elec-| 
tric train, a bicycle, tickets to the 
movies every week for a year, and 
a Shetland pony. 


It’s difficult to say which net- 
work spreads the most wealth 
around, but ABC is certainly do- 
ing its share. This, however, is not 
altogether altruistic; the much- 
publicized “Stop the Music,” 
which showers a jackpot of prizes 
on the at-home listener, can add 
up to $2,000,000 in gross billings 
for the network. Three sponsors 


—Speidel Company, P. Lorillard | 


Company and Smith Brothers— 
have signed to back the show; 


‘only 15 minutes remain unsold. | 


Two listeners have knocked down 
the mystery tune pyramid of gifts 
to date; between them they are 


POINT OF SALE 


ADVERTISING 


Colorful . Self Adhesive - 


Cellophane. processed 
m Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


TOPFLIGHT TAPE CO. - YORK, PA. 


SOME ATTRACTIVE FIGURES HAVE NO ATTENTION VALUE 


Doesn't seem possible, does it? Yet, if some millions of publication readers were given 
an opportunity to see them—naturally they never will—they’d probably say shrugging- 
ly, “So what?” ... . These so-called “attractive figures are sometimes loosely referred 


to as “special discounts” on photo-engravings . . . Unfortunately, after the inevitable 


“production delays”, lifeless reproductions and too frequent make-overs, the “lovely” 


figures begin to fade . . . . and when the invoice for extra tooling, extra finishing, 
extra proving, extra this and extra that comes in, the not-so-canny buyer realizes that 
the beauty was just a phoney . . . Of course, plenty of buyers of photoengrav- 
ings never have had this saddening experience—Rogers have had hundreds of them 


4 on their books for years .. . . And they are being joined from time to time by 


those who admit having learned the hard way that real economy is proved not only 


by the invoice, but by the high average attention their advertising plates enjoy in print. 
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$35,000 richer. 

“Go for the House,” an ABC) 
sustainer, had been on the air only | 
a few weeks when a Jersey City 
couple won a completely fur- 
nished six-room house by answer- 
4 ing that Robert Burns wrote “Auld 

| Lang Syne.” The winners also 
| received two paragraphs more of. 


THE HOG 
CROP JUST 
PAID ovr? 


surprises ranging from a cocker) Writers of the outstanding letters 


at Lake Placid. 
1,000 Jars of Noxzema 


an RCA console, a Koolerator re- 
frigerator and consolation prizes. 

Noxzema’s quest for a closing 
line to rhyme with “Just follow 
your star and wherever you are” 
has ended; the champion poet will 


Every week the Tucker Cor- 
poration asks listeners of “Speak 
Up America” to write 50 words or 
less on a controversial subject. 


the Town” (ABC) and Gabriel 
Heatter (MBS). Prizes, some 
$12,000 worth, cover the usual list, 


jars of Noxzema. 


a Saturday morning American 
_cial contests. Children who per- 
formed good deeds, selected from 
letters written in about them, 
receive scholarships and other 
| awards. 
| best epistle on “I want to help 
|fight juvenile delinquency  be- 
| cause” 


Fund) will go a house trailer, 


| jewel box and two-weeks’ vacation. 
$1,117,000 from ‘Queen’ 


Among the other ABC shows 
' which are more or less profitable 
| for the listener who gets singled | 
out for duty as a contestant are) 
Bristol-Myers’ “Break the Bank,” | 
with a $1,000-or-more jackpot; 
'American Oil’s “Professor Quiz;” 


P&G’s “Welcome Travelers’”— 

0 You THINK of the |prizes amount to about $2,000) 

— Red River Valley as one weekly; Toni’s and Quaker Oats’ 

a sea of wheat, and nothing else “Ladies Be Seated,” and General 
Mills’ “Betty Crocker.” 

maybe WDAY) One of the lushest, of course, is | 

Well, it ain't! ‘Sterling Drug’s “Bride and 

Groom,” which treats its daily 


couple to a coast-to-coast wedding 
| with all the trimmings and foots 
the honeymoon bill anywhere 
short of Mars. 

A healthy contender in any sta- 
tistical accounting of giveaways is 
|Mutual’s “Queen for a _ Day,” 
which in 1947 handed out prizes 
valued at $1,117,000. Currently 
this Pollyanna program is in the 
| bad graces of one of its four back- 
ers— Miles Laboratories. The 
company complains that the prize 
donors get so many plugs that the 
poor sponsor is lost in the mob. 

This show has just concluded 
a super contest for a “Vacation 
Queen.” 


corn, cattle, 
poultry—a diverse farm out- 
put that makes our 172,600 
families richer than all out- 
doors. 


We got hawgs, 


Our area’s retail sales, 
for instance, are .458% of the 
U. S. total, as against .117% 
for the parts of North Dakota 
we don’t cover! 


FARGO, N. D. 


NBC ¢ 970 KILOCYCLES 


5000 WATTS 


FREE & PETERS, Ine 


Exclusive National Representasives 


And WDAY just about sets 
the U. 
larity within 


record for popu- 


its area, too. 


Most families hardly ever tune 


Others on Mutual 


An average of $1,000 weekly is 
given away on “Quick as a Flash,” 
sponsored by Helbros Watch, and 


to any other station. 
send you the facts? 


May we 


spaniel to a two-weeks’ vacation are rewarded with a Tucker ’48, | 


be announced later on “Mayor of) 


from a four-door sedan to 1,000) 
Abbott & Costello’s kid show—| 


sustainer—is conducting two spe-| 


will | 

To the writers of the) 
(accompanied by a con-| 
tribution to Lou Costello Jr. Youth | 


baby elephant, diamond ring, | 


} 


| about 


Ast Geeeting Card Created by 


artiets, James Ant 


4 
uty of @ lanes 


end appropriate 
chet every cord is a 


your 


une i, q 


COL Cs 


ood Cards 
There are alo Imprinted Christmas Cards, 


Cards offer 


dis CHRISTMAS AND EVERYDAY MATCHED 

Ant Cord WRAPPING ENSEMBLES 

wishes «Look over aif the mew 1908 selections when 
friendly Janes Art Representative calle 


JAMES ART STUDIOS, INC. 
1225 Clifterd Avenue, Rochester 5, 


EARN EASY MONEY. . . Sell jones Art Cords Get Free Somptes 
» Call an Vou mate wp to Se OP the 
amd 
on tome 


OPENS CAMPAIGN—Janes Art Studios, Inc., 


Rochester, N. Y., opens a new 


full-page, four-color drive with this ad in the June issue of Woman's Home 


Companion. 


ing card lines and gift wrapping ensembles. 


A coupon is used to recruit new agents for the company's greet- 


The Phil Gordon Agency, Chicago, 


handles the account. 


about the same amount in prizes 
is won by contestants on U. S. To- 
bacco’s “Take a Number.” Two 
Saturday MBS sustainers, “Keep 
Up With the Kids” and ‘What’s 
the Name of That Song,” dish out 
$500 in prizes for each 
broadcast. The latter is sponsored 
by Wildroot on the West Coast. 
“Take a Number” gives the home 
audience a chance to get into the 
act; the sender of the question ob- 
tains the prize if the studio con- 
testant misses. 


Special offers on Mutual in- 
clude a Sonora console and Rog- 
ers silver for the best two- 


line jingle starting with Armour 
Star Shortening, made on “Queen 
For A Day,” fishing and hunting 
equipment for tips on these pas- 
times to the Mail Pouch Tobacco’s 
“Club of the Air,” prizes valued 


FIRST 


@ In Fort Wayne. . 
The News-Sentinel is daily read in 97.8°/, of all hom 


@ In Allen County ... EBI of $6160 per family tops all Hoosie 


(Source: Sales Manager 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


@ CHICAGO — NEW YORK — DETROIT 


FNLLE 


In the entire State of Indiana in Effective Buying Income 


EBI of $6757 per family tops all Hoosier cities. 


The News-Sentinel is daily read in 88.7°/, of all homes in Allen County. 


es in Fort Wayne. 


r counties. 


nent and A. B. C. 


| dle. 


at $25,000 on Shotwell Mfg. Com- 
pany’s “True Or False” and a 
racket-smashers merit award and 
a two-day visit to New York on 
the “Racket Smashers,” a _ sus- 
tainer. 

Ralph Edwards, who may be 
called the prophet in this great 
revival, has learned better than 
anyone that contests are habit 
forming. Once started, this form 
of artificial stimulation is hard to 
stop without bringing on a severe 
case of Hooperitis. Mr. Edwards’ 


mystery contests on P&G’s “Truth 
Or Consequences” moved _ the 
show into the rating elite; now 


follows a constant search for more 
promotion stunts to keep it there. 


B&W Followed Cue 


His Jane Doe contest, a beauty 
competition conducted by para- 
plegic veterans who made their 
‘selections from photographs, 
ended with the judges’ announce- 
ment that they had decided on a 
Louisiana belle. The young lad) 
was promised a screen test with 
| Republic Pictures. 

The object of Mr. Edwards’ 
next quest had not been decided 
upon as AA went to press, but it 
is certain that there will be an- 
other stunt. Studio volunteers 
who participate in the show re- 
ceive $1,000 in clothing, house- 
hold appliances,, etc., for thei 
pains. 

Following the cue of “Truth O! 
Consequences,” Brown & William- 
son’s “People Are Funny” started 
|a similar telephone competition 
| for the answer to the Raleigh r: 
This “New Future Conte:'” 


|ended May 7 with the lucky en- 


trant receiving a house full 


LANTERN SLIDES 


x 31/4" x 4" 
& WHITE, KODACHROME 
Made to order 
for Presentations 


Sales Meetings 
Television, etc. 


HAYNES-PROVOST STUDIOS 


18 E. 41ST ST., NEW YORK 17, N. Y 
Telephone: LExington 2-5579 
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furniture, a lot, a car and a choice 
of jobs. 


There is no major contest now; 


regular—or is it irregular?—prizes 
are being awarded, which totaled 
about $1,300 to several people on 
the May 27 airing. | 

P&G, which early in May ended | 
a $50,000 cash contest promoted 
on 11 shows on ABC, CBS and 
NBC, now is offering $10,000 for | 
essays on Duz over “Road Of| 
Life’ (NBC) and “Guiding| 
Light” (CBS). 

NBC foots the bill for “Honey-| 
moon In New York,” a daily pro- 
gram which brings wedding 
couples to the big town, enter- 
tains and gifts them royally—ap- 
proximately $10,000 worth weekly. 
Presents may be anything from 
a lipstick to a trek to Miami. 


Older Shows ‘Conservative’ 


Eversharp’s “Take It Or Leave 
t” and Mars’ “Dr. I. Q.” have 
been scattering greenbacks and 
silver dollars among the populace 
for many years, but the average 
istener take from these programs, | 
which require the contestant to) 
know more than the name of the 
President, does not compare with 
the sweepstake giveaways that re-| 
quire little or no thinking on par-— 
ticipants’ part. The program that 
made the $64 question a part of 
the American language averages | 
about $477 weekly in handouts. | 
Kay Kyser’s “Kollege of Musical | 
Knowledge” gives each volunteer | 
a chance to make $200 on the Col- 
gate-Palmolive-Peet NBC show; 
the average take-home winnings | 
of all “students” is $350. 

From the point of view of the 
listeners, the attractiveness of this 
broadcasting technique, which ap- 
peals to the universal get-rich- 
aguick instinct, is obvious. How 
much giveaways mean for adver- 
tisers is something else. No doubt 
P&G did some serious thinking 


on the matter after the Chicago | 


widow, who cracked the Walking 
Man jackpot, alighted from the 
train in California and gushed to 
her reception committee: 

“I think it’s wonderful that 
Lever’s have given me all this 
money and prizes.” 


‘Fleet Owner’ Ups Rate 


Effective Sept. 1, 1948, Fleet 
Owner, New York, will increase 
its advertising rates, with the basic 
page rate up from $265 to $290. 
Contracts received before Sept. 1 
will be honored to their expira- 
tion at the old rates but not 
beyond the August, 1949, issue. 


Mills Seeds to Flack 


Mills Seed Company, Rose Hill, 


N. Y., has appointed Flack Adver- | 
tising Agency, Syracuse, to handle | . 


its advertising. 


oA 
Our cases 


house some pretty 
BIG names 


FINE OFFSET PRINTING @ 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


| and Protexol-Impregnated lumber following information when you request 
and millwork. samples: Frequency of mailings, average Ht LETTER 
| a size of mailings, type of list. This infor- 


Erie Adclub Elects 


‘Warner Names Gotham 


Gotham Advertising Company, 
New York, has been named to di- 
rect the export advertising of 
Warner Brothers Company, 
Bridgeport, Conn., manufacturer 
of bras and corsets. 


REPLY-0 LETTERS wit! do your 
selling job 


Vv MORE EFFICIENTLY 
V LESS EXPENSIVELY 


Fox Bros. to Seelig 


Fox Bros. Mfg. Company, St. 
| Louis, has named Seelig & Co., St. 


Louis, to handle the advertising : 
of its Gate City awning windows THOSE “WHO USE TO SAVE YOU TIME, send along the 


mation will enable us to answer your initial 
letter with helpful, understandable facts 


The Erie (Pa.) Advertising and and figures. 


Sales Club has elected Charles A. | 
Dailey, president of Dailey’s Chev- | 
rolet, Inc., president. Paul Traut 
has been named vice- -president | 
and Earl B. Brown, treasurer. 


BOOKLET 
ANSWERS 


the questions you’ve been 
asking... 


When Movie Advertising Bureau’s Continu- TINUING STUDY. Each grouping in the 
ing Study of Theatres for Movie Advertising Study is explained. Among other facts, you'll 
was announced, questions from agencies and discover that 11,250 theatres out of a total of 
advertisers flooded in: ‘‘Who can see the Study? 17,930 screen movie ads. Call or write for 
What new data does it offer on choosing thea- your copy of the booklet today. 
tres for Spot Movie ads according to selling ARE SPOT MOVIE ADS SELLING 
power of theatre? How will it help me plan a FOR YOUR PRODUCT? 
movie advertising campaign?” Many national advertisers are selling with 
Now these questions—and many more — Spot Movie advertising on theatre screens, the 
are answered briefly and to the point in the only medium that sells with sight, sound and 
Bureau’s 16-PAGE STORY OF THE CON- demonstration in color or black and white. 


ASK MOVIE ADVERTISING BUREAU 


to arrange a screening for you of current Spot Movie ads 
for famous brands. See for yourself that these ads are not 
only superlative salesmen but good theatre — produced 
with all the skill and savvy of feature pictures. 


MOVIE ADVERTISING 
PRESENTS 


BENDIX HOME APPLIANCES, INC. 
Tatham-Laird, Inc. 
FORD DEALERS 
J. Walter Thompson Company 
GENERAL BAKING CORPORATION (Bond Bread) 
Batten, Barton, Durstine & Osborn, Inc. 
NATIONAL BISCUIT COMPANY 
McCann-Erickson, Inc. 
SINCLAIR REFINING COMPANY 
Hixson-O'Donnell Advertising, Inc. 
UNITED FRUIT COMPANY 
Batten, Barton, Durstine & Osborn, Inc. 
WARD BAKING COMPANY 
J. Walter Thompson Company 


PLUS 48,000 LOCAL MERCHANTS 


mMovIE sweet, Now 1M Phone ANDever 3027 


MID-WEST 


ONITED FILM SERVICE, INC.- KANSAS CITY CHICAGO CLEVELAND 
WOTION PICTORE ADY. SERVICE CO., INC: NEW ORLEANS - NEW YORK» BIRMINGHAM ATLANTA. MEMPHIS 


Representatives throughout the 48 States 


enetecs * ¢ 


@ 
quer 
¥ 
\ 
£ 
3 REPLY-0 PRODUCTS CO., 150 W. 22nd St., New York 11, N.Y. 
my Cords 
Chritmas, in 
toms! 
Card. 
MATCHED 
alts 
the. the 
3 
4 
4 a 
ll 
4 
| 
| 
| 
Tat 
‘A 
‘Al 
a 
JE \ 
\| 
etc. | 
7 a 
| 


45 States Spent 
$5,106,000 Last 
Year to Advertise 


Cuicaco—Advertising expendi- 
tures by the various states in| 
1947-48 totaled $5,166,877, and ap-| 
propriations by departments and 
agencies conducting state promo- 
tional drives totaled twice that 
amount. 

The third annual “Advertising 
by the States” report of the Coun- 
cil on State Governments here 
discloses the figures, which are 
for 45 states. California, Dela- 
ware and Texas, which have no 
state advertising organizations, 
are not covered—although Cali- 
fornia regional groups, such as the 
All-Year Club of Southern Cali- 
fornia, spend large amounts for 
promotion. 

For the first time, the report 
breaks down the expenditures by 
media. It shows that for 1945-47, 
the states spent $5,860,621 in all 
media—$962,117 in 1945, $1,725,- 
579 in 1946 and $3,172,925 in 1947. 
All media except films shared in 
the year-to-year gain. In 1947, 
magazine expenditures were three 
times the 1945 expenditures; news- 
paper expenditures were up about 
four times. Radio use jumped 
from $18,857 in 1945 to $180,643 
last year. 

The study shows that in 1944- 
45, 26 states spent $1,450,565. In 
the next year, 34 states were pro- 
moting their recreational, indus- 
trial and physical attributes to the 
extent of $3,165,911. In 1946-47, 
37 were spending $4,045,457, and 
in 1947-48, 45 were spending $5,- 
166,877. 


New York, Washington Lead 


Largest amount spent last year 
was New York’s $826,000, nosing 
out Washington’s $820,000, of 
which $625,000 was by the State 
Apple Commission. (Actually, the 
Apple Commission expenditures 
totaled $935,000 for the market- 


a surplus of funds carried over 
from earlier periods, AA has 
learned from the commission.) 

The report says that recrea- 
tional advertising for 1947-48 
probably accounts for a third of 
the total, or about $1,800,000. 
Major themes used in state in- 
dustrial advertising, it declares, 
are plant and site facilities, mar- 
keting research, labor supply, raw 
materials, transportation facilities 
and tax concessions. “Seven states 
offer tax concessions in their ad- 
vertising, 20 extend help and in- 
formation in locating plants and 
sites, 16 stress their marketing 
research facilities, 23 advertise 
raw materials and 36 emphasize 
the transportation facilities of the 
states.” 

The report carries separate re- 
ports on each state, showing 
sources of funds used, the de- 
partment or agency handling the 
promotion program, the head of 
such unit, the total appropriation 
and amount available. for adver- 
tising, details on media used, 
themes, etc. 


MICHIGAN RECREATION 
AD BUDGET $350,000 

Detroit—Michigan’s Tourist 
Council this spring and summer 
will spend $250,000 for advertis- 
ing, and four regional tourist as- 
sociations in the state will spend 
about $100,000 more in news- 
papers. 

Through Beaumont & Hohman, 
the council is using space, both 
full-color and black-and-white, in 
American Magazine, Grade 
Teacher, Holiday, Instructor, Life, | 
Look, National Geographic Maga- | 
zine, Outdoors Magazine, The Sat-| 


STATE EXPENDITURES FOR MAJOR ADVERTISING MEDIA 


Advertising Age, 


(Amounts expressed in even dollers) 
Newspapers Magazines Billboards end Posters Radio Motion Pictures Direct Mail Tourist Bureeus Other 
Stete 1965 19466 1947 1965 1966 1947 1965 1966 1967| 1965 1966 1967 | 1965 1946 1967| 1965 19466 1967 | 1965 1946 1967 1965 1946 1967 
Colorede 37016, 365 16, 365 280 11,700 11, 700 1,850 3,438 3,408] 1,61 4410 4,410 1,90 1,28 
Connecticut 8,000 8,000 5,000 | 2,000 35,000 41,000 4 (h) (h) (h) 
Plorids _ 62,832 63,094 _ 83,572 286,643 7,854 | 1,741 —6, 007 25, 000 65,000 90,000 
Georgie? - = = = - 13,360 6,180 180 
Idaho | 46, 600 42,00 41,390 6,000 11,000 6,000 3 7,00 W,700 42, 1% 
Kentucky _ 1,000}; _ _ 1,000 12,000 15,000° 1, 000 1, 000 
Masse tte | 7,564 24,049 41,436 | 19,108 4,303 -| 3,305 7,003 10,80 1, 780 
Michigan 30,000 42,22 * 5,000 | 65,000 65,000 65,000 |15,000 18,804 _/|10,000 16,805 _ _ 105,000 105,000 105, og 
New Hampshire | 3,841 20,305 21,406 | 5,392 06,435 37,226 | _ : | “9.027 | ~ 4,070 
Ohie “ 7,000 10,000 | _ _ 
Pennsylvania | 26,174 15,035 34,000 | 36,0 600 000 900 750 ' --- - 
Rods lelend 1, $00 1, 800 8,000 1,000 _ 3,000 9,000 | 82,294 72,434 100,000 7,050 4,939 
Seuth Carelins | 11,000 11,000 11,000 | 22,000 22,000 22,000 | _ 
Seuth Dakots 10,000 15,000 ~ 25, 000 7 $00 Sm 1, 10, 600 10, 000 15,000 20, 000 4,000 4,00 10,000 10, 000 
~ ~~ 935,917 000 9,000 166,477 $7,294] $52 206157, 267 
Wont Virginie — 0,00 99,000 $000 | ok 1,544 16, 000 1,000 1,000 - 762 8, 375 
Total 167,092 391,875 768,522 | 403, 563 759, 493 1, 383,224 |19,172 26,43 79,046 | 16,657 38, 266 180,643 365 67 749 45, 430 | 73,848 154,202 300,481 | 64,291 78,434 160, 576 | 181,944 199,128 255,003 


* See description of state agency. 
b No state edvertising agency. 
© Expenditures of Ideho Advertising Commission on! 


q Combined expenditures 
* Includes magezines. 


for all state advertising agencies. 


Includes space taken and magazines published by the state. 


® Includes still photogcaphs. 
h Included in printing - not listed 
as seperate item. 


i Pamphiets and booklets. 
J Included under direct mail. 
Includes motion pictures. 


urday Evening Post, Scholastic 
Teacher and Sports Afield. 


MINNESOTA TO START 
$50,000 CAMPAIGN 


St. Paut— Minnesota’s State 
Department of Business Research 
and Development will spend $50,- 
000 in 1948-49 in advertising to 
lure industries to the state. 

The campaign opens with a 
June 21 Time ad and continues 
through March, 1949. Ads will 
feature famous trademarks of 
Minnesota companies. 

Magazines used will include 
Business Week, Collier’s, Fortune, 
Nation’s Business and The Satur-| 


Utilities Admen 


Elect Briggs; 
45 Get Awards 


CLEVELAND—Herbert Briggs Jr., 
advertising manager of the Phila- 
|delphia Company, Pittsburgh, was 
|elected president of the Public 
Utilities Advertising Association 
at its annual convention at the 
Hotel Cleveland here. 


| 


pany; (B) Narragansett Electric 
Company; (C) Northern States 
Power Company. 

Single newspaper ad promoting 
the use of gas service: (A) Hous- 
ton Natural Gas System; (B) 
Minneapolis Gas Light Company; 


More Newspapers 
Plan to Charge 
for Radio Lists 


New YorK—About one-third of 


(C) Cincinnati Gas & Electric 
Company. 
Tri-City Wins 


Single newspaper advertisement 
on any subject—one award, to the 
Tri-City Lines of Iowa - Illinois 
Gas & Electric Company, Daven-| 
port, Ia. 

Employe Publications: 
Washington Water Power Com- 


the newspapers in cities with radio 
|stations are now charging or plan 
to charge for daily program list- 
|ings, according to a recent survey 
by the Newspaper Advertising Ex- 
ecutives Association. 

About 20% of the respondent 
papers with circulations of less 


(A) ‘than 35,000 said that they now 


| charge for the space used on the 


featuring 


statistical 


$1,000,000 RESORT 

DRIVE STARTS IN N. J. 
ATLANTIC Ciry—New Jersey re- | 

sort interests are spending more | 


|day Evening Post—the latter to) 
ing season now closing because of | vice-president, 


Hewson, 


|E. Canfield, Wisconsin Power & 


Other officers elected were: 
Floyd I. Fairman 


carry a spread next March. Trade, Kentucky Utilities Company, Lex 
publications will carry a _ series! 


information. 
Bronson West Advertising here Company; 
handles the account. ; 


3rd vice-president 


|Light Company, Madison; 
tary, C. D. Lyon, Potomac Edison 


lst 


ington; 2nd vice-president, W. B.| 
Brooklyn Union 


, John 


secre- | 


| pany; (B) United Illuminating 
|\Company; (C) Union Electric 
|Company of Missouri. 

Bill enclosures, postcard billing 
cards, direct mail, etc.: (A) Wey- 
|}mouth Light & Power Company; 
| (B) 
|Colorado; (C) Northern Indiana 
| Public Service Company. 


Public Service Company of | 


than $1,000,000 for advertising to 
attract vacationists. Municipali- 
ties and counties from Cape May 
to Sandy Hook are investing more 
than $300,000; hotels and other 
private groups may spend up to 
$900,000, and the State Depart- 
ment of Economic Development is 
conducting a $17,000 drive. 


S. C. SETS THEME 


in its 1948-49 advertising cam- 
paign. The drive is handled by 
the state Research Planning and 
Development Board, through Lil- 
ler, Neal & Battle. 


Raleigh Adclub Elects 


The Raleigh, N. C., Advertising 
Club has elected R. S. Williamson, 
advertising manager of the Occi- 
dental Life Insurance Company, 
president, succeeding Richard H. 
Mason, general manager of WPTF. 
Other officers named are: R. H. 
Carson, Raleigh News & Observer, 
vice - president; Gus 
secretary, and Orville T. Smith, 
treasurer. 


Two Join Four A’s 

Barlow Advertising Agency, 
Syracuse, and Neale Advertising 
Associates, Los Angeles, have 
joined the American Association | 
of Advertising Agencies, New| 
York. 


Youngstedt, | 


/Company, Hagerstown, Md., an Ss 

pecial booklets, pamphlets, 
’;}Company; (B) Public Service 


| Highlighting the meeting was 
, announcement of the annual “Bet- 
| ter Copy Contest” awards to small 
(Group A), medium (B) and large 
| (C) utilities for outstanding adver- 
|tising during the past year. The 
award winners, announced by Mr. 
|Canfield, were: 


Electric series of five or more 


| (C) 
‘pany. 


| Minneapolis Gas Gets 3 
|paper ads: 
| Utilities Company; 


Gas series of five or more news- 
(A) Illinois Northern 
(B) Minne- 


apolis Gas Light Company, Min-| Company; (B) Houston Lighting 
|/neapolis; (C) Southern California | & Power Company; (C) New York 


|Gas Company. 

Single electric newspaper ad on 
;a public relations subject: (A) 
‘Tampa Electric Company; 
|Utah Power & Light Company; 
Philadelphia Electric Com- 
| pany. 
| Single gas newspaper ad on a 
| public relations subject: (A) Cen- 
| tral Illinois Electric & Gas Com- 
‘pany; (B) Minneapolis Gas Light 
Company; (C) Consolidated Edi- 
son Company of New York. 

Single newspaper advertisement 
promoting the use of electric serv- 
ice: 


| 
| 


CotumsB1a—South Carolina will newspaper ads: (A) Iowa South-| 
continue to feature people of the ern Utilities Company; (B) Port- | Water Power Company; (B) New 
state and their skills as employes land General Electric Company;| Orleans Public Service; (C) Cin- 
Philadelphia Electric Com-/cinnati Gas & Electric Company. 


| 


(B) | (B) Indianapolis Power & Light 


| 


& Rubicam, Chicago, 
(A) Tampa Electric Com-} changed to FINancial 0750. | 


Company of Colorado; (C) New 
York State Electric & Gas Cor- 


|daily radio log of programs listed 
hour-by-hour and station-by-sta- 
\tion. Another 20% plan to insti- 
‘tute charges in the near future and 
about 10% are still undecided. 
Fifty per cent do not plan to 
charge for program listings. 
While only 2% of the newspapers 
with circulations of between 35,- 
000 and 100,000 now charge for the 
jlists, 20% of this group also an- 
nounced their intentions of aban- 
doning the free radio plugs in 
favor of paid space, but 50% said 
they would not do so. A slightly 


poration. |higher percentage of the larger 


Window displays: (A) Houston 


Natural Gas Corporation; (B) 
United Illuminating Company; 
(C) Philadelphia Electric Com- 


pany. 
For Complete Programs 
Inside display: (A) Washington 


Outdoor: (A) Hartford Gas 
Company; (B) Dallas Power & 
Light Company; (C) Pacific Gas 
& Electric Company. 

Annual report to stockholders: 
(A) Arkansas - Missouri Power 


State Electric & Gas Corporation. 
Complete Programs: (A) Em- 
pire District Electric Company; 


papers (over 100,000) said that 
they will soon charge the stations 
for the space used on program 
schedules. 

Of the papers which now charge, 
the large majority have instituted 
paid radio schedules within the 
past two years, signifying a trend 
away from the long-standing poli- 
cy of publishing the shows as a 
public service feature. 

About half the newspapers re- 
ported strong opposition on the 
part of the radio stations when 
the switch was made, but the 
other half said they encountered 
no opposition. However, only about 
15% of the stations refused to 
pay. 

Most important reason given 
papers not planning to carry *' 
schedules on a fee basis w' 


by 
1e 
re 


Company; (C) Duquesne Light 
Company. 
Films—one award, to Connecti- 
cut Light & Power Company. 
Radio advertising—one award, 
to the Union Electric Company of 


Missouri. 


Y&R Has New Number 


The telephone number of Young 
has been 


reader interest and _ service 


readers. 


Joins Rogers & Smith 
James Ashton Greig has join 

the Chicago office of Rogers 

Smith as an account executive. 


To Southwest Dailies 


The Examiner-Enterprise, Ba! 
tlesville, Okla., has named Sout" 
west Dailies as its national adver 
tising representative. 
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Liquor Ad Bill 
Not Dead, Gibbs 
Warns Industry 


New YorK—In case anyone in 
the liquor business is feeling care- 
free about the defeat of the liquor 
advertising bills in committee, 
they should be wary. 

This is the view of Ed Gibbs, 

ho in his “Newsletter” warns 
the distilling and brewing fields 
that the narrow vote of 6-5 
against reporting the bill to the 
Senate may be the foreshadowing 
of future liquor curbs. 

Two members of the committee 
did not vote, Senators Tom Stew- 
art of Tennessee, and E. H. Moore 
yf Oklahoma. Oklahoma is a dry 
state. Tennessee, in Gibbs’ judg- 
ment, “is practically dry.” The 
lineup of senators for the bill was 
Sens. Reed (Kansas, dry state), 
Johnson (Colorado, with a local 
option amendment coming up in 
November), White and Brewster 
(Maine, monopoly state) and 
Tobey (New Hampshire, mo- 
nopoly state). 


Ad Bills Had ‘Close Call’ 


The senators who swung the 
majority vote were Sens. Cape- 
hart (Indiana, “free enterprise” 
state), Hawkes (New Jersey, free 
enterprise), Myers (Pennsylvania, 
monopoly with 14 counties dry 
and 53 counties prohibiting sale 
by the drink), McMahon (Con- 
necticut, free enterprise), McFar- 
land (Arizona, “a free enterprise 
state... 


bordering on going dry | 


or monopoly”) and Magnuson) 


(Washington, monopoly state 


where liquor sale by the drink is_ 


prohibited and which has an in- 


itiative in November prohibiting | 


beer sales by the drink). 
From this the “Newsletter” con- 


cludes that the advertising bills) 


had a very close call; alternates 


will be proposed at the next ses-| 


sion, and if the Republicans win, 
Sen. 
leader in the Senate. 

Mr. Gibbs urges “beer, wine 
and liquor advertisers to use dis- 


cretion in their advertising, and | 


not take it for granted that no fu- 
ture curbs will come up.” 


WHBC, WPAY Appoint 


Taylor-Howe-Snowden Radio| 


Sales, Inc., has been named na- 
tional sales representative of Sta- 
tions WHBC, Canton, O., and 
WPAY, Portsmouth, O. 


13K your 


aq 
media 


director 


s The hor book 
joins he business 


White will be majority floor | 


Ups Subscription Rates; 
Publishes New Book 


“Successful Farming, 
by the Meredith Publishing Com- 
pany, Des Moines, has increased 
its subscription rates to $1.50 for 
one year and $5 for five years. 

The company has announced | 
the publication of a new book, 
“Successful Farming Home Fur- 
nishings Ideas,” designed pri- 
marily to help farm women with 
their special home _ furnishings 
problems. 
cents a copy and is sold by de- 


partment stores cooperating with | 


Farming Home 
direct 


the Successful 
Planning Service and by 
sales through the magazine. 


published | 


The book retails at 75) 


Joins LeTourneau 


Joe H. Serkowich, formerly with 
Caterpillar Tractor Company, has 


been appointed assistant advertis- | 


ing manager of R. G. LeTourneau, 
Inc., Peoria, Ill., manufacturer of 


jearthmoving andé_ construction 
| equipment. 


‘American Lumberman’ 


Sets Anniversary Issue 

On Sept. 11, 1948, American 
Lumberman & Building Products 
Merchandiser, Chicago, will pub- 
lish a 75th anniversary issue, “75 
Years of Progress and the Next 
Quarter Century.” The special is- 
sue will be divided into six sec- 


| quarter century in building prod- 
'ucts merchandising. 


tions: building products merchan- 
dising; wholesale distribution; 
| building design and construction 
methods; construction materials; 
the part American Lumberman 
has played in the industry’s prog- 
ress, and a forecast of the next} 


PRESENTATION BOOK 
TRANSPARENT PLASTIC 
ENVELOPES, FOLDERS BY V.P.D. 


Lipper cose books. fectory sob ticket 
holders Sold only through leading 


= For descriptive catelog write 


Box 242 
on 


JOSHUA MEIER CO.INC. 


HAS 


COME 


Almost any afternoon thousands of Juniors pose this 
question as they come dashing in from school, hopefully 
looking for the premium they wrote for days previously. 


Unfortunately, it often takes premium users too long 


to handle premium requests . 


. and then “Has it 


come yet, Mommy?” becomes an irksome phrase that 


wears mother’s nerves to a frazzle 


. and leaves 


Junior a very disappointed boy! Adults, too, are irked 


when they fail to receive 
reasonable period of time. 


their premiums within a 


Premium offers are excellent means of building an 
acceptance for your product . . . if properly handled. 
But it takes know how to plan a successful premium 
promotion. And wise advertisers have found Donnelley 
know how—backed by years of experience in handling 
premium promotions—their best answer. 


At Donnelley you can get the right answers to your 


many premium promotion 


problems . . . and Don- 


nelley can handle your premium mailings better . . . 
faster . . . and probably cheaper than you can do it 


yourself. Donnelley will guarantee, for example, four 
to seven day service on handling premium mailings. 


So save yourself a lot of trouble . . . consult Don- 
nelley before you go ahead with any premium pro- 


motions. 


OTHER DONNELLEY SERVICES: 
® DEALER HELP MAILINGS—including plan- 
ning, supplying of mailing lists, printing, dealer im- 
printing, addressing, scheduling and mailing. 


© CONTEST PLANNING AND JUDGING—sup- 
ported by years of experience in handling the nation’s 
major contests. 


© SELECTIVE MARKET MAILINGS—proved 
by exhaustive tests, national, regional and local 
campaigns. 


© SAMPLE MAILINGS—mass or selective cover- 
age, including the complete job of addressing, pack- 
aging and mailing. 


THE REUBEN DONNELLEY CORPORATION 


350 E.22nd-ST. 


E.45th ST. 


727 VENICE BLVD. 
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ALL THE NEW CAR 

YORK CITY 

ITS SUBURBS 


(the biggest automotive market in the world) 


ARE BOUGHT 
READERS 
NEW YORK 


Ask to see our new survey of new car buyers in New York. 


It contains facts you want about new car buyers, by 
individual makes of car, and the newspapers they read. 


Available from any of our Advertising Offices: 


New York: 229 West 43rd Street Detroit: General Motors Building 
Boston: 140 Federal Street Los Angeles: Sawyer-Ferguson-Walker Co., 645 South Flower Street 
Chicago: 333 North Michigan Avenue San Francisco: Sawyer-Ferguson-Walker Co., Russ Building 
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PHOTOGRAPHIC 
REVIEW 


This is the time that counts... 


AS YOU GRADUATE, and go into the world, son— FOR 4 GIFT w chensh—none is more perfect than a watch. 

may this watch guide you, Your jeweler bas wide chence w show you, 

and help you make the very most of ume, achievement of the skill of free craftsmen 

help you give to life the very fullest of Amenca and Switreriand—okdest demucracses 

of your effort and understanding. ve twe continents. And. ne matier what the make 

And ail success w you—on the threshold of # fururc of your watch, it can be repaired economically and promptly, 
that waits for you to make it what you will thanks to the efficcency of the modern jeweler. 


For the gifts you'll give with pride—tet your jeweler be your guide 
The WATCHMAKERS OF swiTZERLAND 


PAPER PUBLISHERS FIND GOLFING—Sunny weather with the the spring meet- 
a ing of the Associated Business Papers, held at Hot Springs, Va., May 26-29. In the top row (left to right) are C, E. Price, 
Keeney Publishing Co.; E. F. Hamm Jr., Traffic World, new president of ABP; Robert B. Luchars, Machinery, and W. J. 
the tov 29 lesue of Gollier's Rooke, W. R. C. Smith Publishing Co. Middle row: J. E. Blackburn Jr., circulation director, McGraw-Hill; George O. Hays, 

y , vice-president and general manager, Penton Publishing Co.; Nelson Bond, vice-president and director of advertising, McGraw = 

Hill, and Floyd S. Chalmers, executive vice-president, Maclean-Hunter Publishing Co. Bottom row: Ray L. Dudley, Gulf Pub- : 

lishing Co.; P. C. Lauinger, Oil & Gas Journal; M. A. Williamson, Chem & Met, retiring chairman of ABP, and J. A. Gerardi, 

McGraw-Hill Publishing Co. 


MEMORIAL—Andrew H. Haire (right), 
president of Haire Publishing Co. and 
retiring president, Associated Business 
Papers, presents a scroll to Curtis W. 
McGraw, McGraw-Hill Publishing Co., 
commemorating contributions made to 
business paper publishing by his late 
father, James H. McGraw. The presen- 
tation was made at the ABP spring 
meeting in Hot Springs, Va. 


ge 


JUNE 2) 


LOOK, NO GIRL—The 13th annual | 
National Swim for Health Week, June WINNERS IN NEW YORK ART DIRECTORS CLUB'S 27TH ANNUAL EXHIBITION—The Kerwin Fulton Medal was won by the Jantzen Knitting Mills 24-sheet poster | 


“1-26, will be backed by this swim- (top left) in the New York Art Directors Club's 27th annual exhibition of advertising art. The agency is Botsford, Constantine & Gardner, New York; art director, i 
suitless poster, which is being offered Elizabeth Eyerly. Art Directors Club Medals were won by (top row center): artist, Joe Kaufman; art director, Allen F. Hurlburt, NBC; advertiser, National Broad- 

ty the Swim for Health Association, casting Co. Upper right: editorial illustration; artist, Irving Penn; art directors, Alexander Liberman, of Conde Nast, and Wolfgang Fyler, House & Garden; publi- 

New York, to stores selling suits, caps, cation, House & Garden. Lower left: artist, Feodor Rojankovsky; art director, Martin W. Carrick, of Ketterlinus Litho. Mfg. Co.; advertiser, John Morrell & Co. 

unglasses, lotions and other beach Center (award of distinctive merit): artist, Jan Balet; art director, Peul Smith; advertiser, James Lees & Sons Co.; agency, D'Arcy Advertising Co. Right (Art v 


accessories. Directors Club Medal): booklet design; art director, William Golden; advertiser, Columbia Broadcasting System. (Story on Page 24.) 


abe 
Those Heavenly Carpets by j = 
‘ j : 


Gets Awning Account | 


O. Lee Clark, Chicago, has been | 
appointed to direct the advertising | 
and merchandising program of En- | 
duro Aluminum Awning Corpora- | 
tion, Chicago. Newspapers and di- | 
rect mail will be used, with maga- 
zines to be added later. 


Appoints Muench Agency 

Home Packing Company, Toledo, 
has named C. Wendel Muench & 
Co., Chicago, to handle its adver- 
tising. Newspaper and outdoor ad- 
vertising will be used in Toledo 
and surrounding markets. 


ACCOUNT EXECUTIVE | 


WANTED 


One of Chicayo's videt aavertisiig 
agencies now expanding. Offers im- 
mediate opportunity for account man 
with billing to increase his own per- 
sonal earnings. Congenial, closely- 
knit organization with Chicago and 
St. Louis offices. Complete personnel 
and facilities for rendering "personal- 
ized" service to clients in all media, 
including radio and television. If you 
are looking for an opportunity to in- 
crease your earnings, and want to 
take an active interest in the manage- 
ment of this agency, write in con- 
fidence to... 


Box 7081, ADVERTISING AGE 
100 -£."Qhio St., Chicago I1, Illinois 


NEW OFFICE FOR SPECIAL 
ADVERTISING JOBS IN NEW YORK 


‘Able, all-around ising writer of 35 1 
¢ ence and acknowledged creative ility 
offers his original ideas and solid qualifica- 
tions for any of the following exacting assign- 


1. Complete plan, copy and layout for modern 

type of institutional Book or brochure. 

2. Entire responsibility for ALL INSIDE de- 

tails in one man agency—so overworked owfer 

<— selling talent) can get outside for new 
ness. 


) for agencies with 
copy and layout staff for these extra jobs. 


if need this lal service, please arrange 
to give interview details and best of refer- | | 
ences. 


H. B. HARVEY 
| East 53rd St., New York, Pi 9-5272 


SALES REPRESENTATIVES 
WANTED | 


For well-established New York firm, 
manufacturing distinctive custom-made 

counter displays. Large _ capacity, | 
serving some of America's biggest ad- 

vertisers with wood, plastic and metal 
point-of-sale merchandisers. Remuner- 
ative exclusive territories open in 
Philadelphia, Cincinnati, Detroit and 
St. Louis. perience and good con- 
tacts in display and related fields 
important. Attractive commission. 


Box 7080, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ludi 
3. Outside writing assignments (including 


ADVERTISING & PUBLISHING 


ALL TYPES OF POSITIONS 
Sales—C reative—Executive 
Censult our H. KR. Hazard 

GEORGE WILLIAMS CO.—Personnel 
200 S. State St.. Har. 2063, Chicago 


Aass’t Salesmanager, who knows how 


to sell advertising and 
program. Must be willing to travel, 
also hire and train salesmen for a 


national organization. Opportunity 
for man who qualifies. Replies con- 
fidential. 

Box 9603, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
COPY CHIEF 
Major Agency food exp....... $12,000 


3% Art Directors—Ageficies to. 15,000 
Adv. Manager—App!. Exp..... 10,000 
Copywriter—Agency Exp..... 8,000 
Copywriter—Agri. Exp....... 8,000 


Layout Artist—Agency....... 
Asst. Acct. Exec.—Semi Indus. 6,500 
Prod, Manager-——Agency..... 
Mkt. Research—Agency...... 5,200 
Our 20 yrs. previous advertising ex- 
perience ennbles us to serve you 
more intelligently. 
FRED J. MASTERSON 


ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago, Il, 


SALES PROMOTION AND SALES 
Old established manufacturer with | 
national distribution is in need of 
an aggressive man who has experi- 
ence in sales promotion and@d mer- 
chandising of tires, batteries, and 
accessories. Experience in = mer- 
chandising through oil stations 
would be valuable. Liberal salary. 
Age preferred: 30 to 40. College 
training or equivalent plus sound 
business experience necessary. All 
replies will be treated confidentially. 
Box 9602, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


EXPERIENCED ARTIST. Skilled in 
flat-tone poster work, with ability 
to create crisp roughs. Permanent 
opportunity in Florida for the right 
man. Send sample, state salary ex- 
pected. 1069 West Forsyth Street, 
Jacksonville, Fla. 

SHAY AGENCIES 

Serves Both Employer & Employee 
Covers Complete Advertising Field 

Courteous-Confidential Service 

30 W. Washington, Chicage 2, Hl. 


Wanted: Circulations ‘Manager: 


Complete New Territory to Taker. 
Subscription Price $1.50. Will pay 
one-third. Good Deal 


BEACHCOMBER MAGAZINE 
Box 53 
Corona Del Mar, _Calit. 


O'SHEA 
“America’s Largest” 


ADVG.-SLS. PRO. ASST....... 86.000 
Nat'l Chgo. mfr. offers unus. opp. 
for yng. man 30-40 with overall 
exper. in indust’l & consumer advg. 


Must be able to evolve & execute 
sound merchandising policies 
ART DIRECTOR ........ $10,000 up. 
Able to make quick visuals. Imm. 
opening in top midwest agcy. with 
leading liquor, beer, automotive, 
shoe, hosiery & other nat’l accts. 
Exper'd in retail store promotion 
copy for circulars, inserts, news- 
paper ads 


$4,200 
One of Chgo.’s oldest fin. firms | 
desires yng. coll. grad. to assist 


V.P. in charge of pub. rel. Knowl. 
of adve. agency procedures & | 
newspaper contacts nec. Opp. to} 
gain advg. bked. in all media as 
well as secure overall P.R. exper. 
(Negotiations Strictly Confidential) | 
O'SHEA EMPLOYMENT SYSTEM 
Seven offices in major cities 


SUITE 640 LYON-HEALY BLDG. 
(4 BE. JACKSON, CHICAGO 4 


HELP WANTED 
SPACE SALESMAN 
Have opening for young college man 
who has had some magazine space 
selling experience who can assist 
in handling Chicago territory in 

two active fields 
If you are willing to start small 
and grow, this should be a real op- 


portunity. Write giving details in 
first letter. 

Box 9605, ADVERTISING AGE 
i100 E. Ohio St., Chicago 11, IL 
ADVERTISING MANAGER, under 
30, for Steel and Iron Co. located 
within commuting distance of Chi- 
cago on South Shore R.R. Good 


starting salary, unlimited future for 
right man. Must have college de- 
gree, some practical advertising ex- 
perience. Give all particulars in 
first letter. 

Box $606, ADVERTISING AGE 
Leading food pub. wants advg. space 
saliesmen in several key cities; 
commission basis; give references 
and full particulars 

Box 9608, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Select Current Openings 


Agency A/C Exec.’s 

Agency Copywriter.... 8,000- 12,000 
Advertising Mgr. 10,000 
Advertsg. Mer., know Span- 

6,000 
District Promotion Mef...... 4,000 
Trainee Copywriters ........ 2,700 


BUSINESS MEN’S 
200 S. State Harrison 7027 


POSITIONS WANTED 
Industrial Advertising Manager— 
10 years in machine tool] and indus- 
trial advertising. Meehanical engi- 
neering graduate. Versatile, crea- 
tive—ready to put his experience 
to work for your company. 

Box $573, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADV. AND SALES PROM. MGR. 
Drugs, Cosmetics, etc. 20 yrs. lead- 
ing mfgr. Thorough knowledge all 
phases; plenty of “Know-How” for 
Top Executive position. Any city. 
Resume or interview upon request. 
3ox 9604, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ARTIST 
Young woman with 8 years exper. 
in layout and line illustration de- 


sires employment with one of Chi- 

cago’s top Advertising Agencies. 
Box 9607, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I. 


Direct Mail Specialist available in 
New York. 20 yvear record in indus- 
trial, publishing field. Writes mail 
order copy without formulas. Knows 
lists, layout, and production. 
Knows people. College, 44, family. 
Box 9609, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING MAN 
AVAILABLE 

Have 21 years newspaper advertis- 

ing experience—as assistant adver- 

tising director of 2 big Metropolitan 

newspapers—also formerly Sales 


mer. New Yorki@ffice of well known | 


newspaper repPesentative. Have con- 
tacted and advertising agen- 


cies throughout country. Am fully 
capable executing duties as adver- 
tising director or national mgr. of 


a newspaper. Complete resume of 
experience sent on request. 44 years 
old, married, College education, ac- 
tive member of Presbyterian church. 
Box 9610, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
MISCELLANEOUS 
Advertising, Sales Literature, copy, 
layouts, ideas for Publications and 
Direct Mail, expertly prepared at 
low cost 
Robert Peterson, Phone Central 6750 
442 Civic Opera Bldg., Chicago 6 


ASSISTANT FOR BUSY 
ACCOUNT EXECUTIVE 


*Young man operating own radio mail 
order advertising business for past 1/8 
months. 


*Varied market research experience. 


*3 years law study plus college degree in 
Economics. | 


*During war 3'/. years in Army Intelli- || 
gence doing liason work with civilian || 
plant management. 


| 
| 
| 
| 


*Married, 29, Protestant. Sales-minded; 

conscientious. Available soon. 
Box 7082, ADVERTISING AGE 

100 E. Ohio St., Chicago II, Ill. or 

Phone Dea. 2568, if in Chicago. 


An Important Management Publication 
Is Creating A New Advertising 
Sales Territory .. . 


The man appointed to this st will re- || 
ceive a guaranteed salary plus traveling | 
expenses, commissions, group life insur- 
ance, and hospitalization. In two years 
he will share in the profits. In three years 
he will be included in a pension program. 
REQUIREMENTS: Ability and zest for sell- 
ing; age under 35; advertising experience; 
residence in Chicago; automobile; willing- 
ness to travel; and a genuine desire for |. 
@ career in a profitable growing pub- 
lishing company. Write fully and in con- 
fidence to 


Box 7083, ADVERTISING AGE 
100 E. Ohio St., Chicago Illinois 


Admen Not Using 
Artists Properly, 
Says Tempo Head 


CuiIcaco—Agencies and adver- 
tisers are failing to give the art 
director and layout man the infor- 
mation and the freedom of action 
necessary to do his job properly, 
Taylor Poore, art director of 
Tempo, -advertising art studio 
Ahere, asserted last week. 

Addressing members of the Art 
Directors’ Club of Chicago, he said 
that the layout man should sit in| 
on copy-planning conferences in 
order to get the background infor- 
mation he must have if art and. 
copy are to supplement them- 
selves most effectively. He alleged 
that currently the artist too often 
“acts merely in a_ stenographic 
capacity, interpreting the ideas 
furnished him by the copy man— 
his to do, not reason why.” | 


Artist Must Be Informed 


“The first function of advertis- 
ing art is to gain attention for the 
advertiser’s message,” he _ said.| 


“Never before has the advertiser 
had to compete so desperately for 
the consumer’s attention. Peri- 
odicals are packed with ads and 
never have they been so plentiful.” 

But, he said, ads cannot be ex- 
pected to achieve maximum effec- 
tiveness unless agencies discard 
false economy and give layout men 
the time and freedom to “learn 
the advertiser’s complete problem. 
Money spent in constructive plan- 
ning is the best insurance of ad- 
vertising effectiveness.” 

“The competent advertising art- 
ist must be a capable planner. He 
must know how to attract and 
hold the observer’s attention, how 
to get him to read the copy. He 
must create visually a favorable 
impression of the company or 
product advertised,” he continued. 

“To do these things, he must 
have information equal to that 
given the copy man.” 


Lincoln Lab. to Mace 


Mace Advertising Agency, Pe- 
oria, Ill., has been retained by Lin- 
coln Laboratories, Inc., Decatur, 
Ill., manufacturer of ethical phar- 
maceuticals, to handle its advertis- 
ing. 


the agency's newly decorated offices. 


CELEBRANTS—R. J. Potts (center), president of R. J. Potts-Calkins & Holden, 
Kansas City, Mo., poses with Ed Warner (left), vice-president of the agency, 
and Don Davis, president, Station WHB, at a party celebrating the opening of 


The party was given by W. T. Grant, 


chairman of the Business Men's Assurance Co., a client. 


Luckies' Benny 
Tops Six-Month 
Pulse Ratings 


sored by the American Tobacco 
Company over NBC, walked off 
with the honors on the six-month 
‘ratings of Pulse, with a score of 


|28. Lux Radio Theater, CBS, was | 


|next in line at 26.3. 

Findings in the five cities—New 
York, Chicago, Philadelphia. Bos- 
and Cincinnati—were included 
‘in the compilation, covering No- 
| vember, 1947, through last April. 

Others in the top 10: 

Truth or Consequences (Duz), 


Fred Allen (Ford Dealers), NBC. .25.7 | 


Fibber McGee & Molly (Johnson's 
| Charlie MeCarthy (Standard 


6s 24.8 
Bob Hope (Pepsodent), NBC.....20.5 

| Bandwagon (Fitch), NBC .......20.3 
| Walter Winchell (Jergens), ABC. .18.3 
| Red Skelton (Kools), NBC....... 17.9 


| Variance in listener preference 
|was noted in the individual av- 
erages. “Truth or Consequences” 
made the list in every city except 
New York and “Fibber and Molly” 
every city except Boston. Benny, 
Allen, McCarthy, Bandwagon and 
Lux Theater were listed as winter 
land spring favorites in all five 
cities. 


NBC TELE SHOWS 
HEAD PULSE LIST 


New York—Top honors on the 
|Pulse television report for May 
|goes to the Kraft Theater 
| (WNBT), which scored 48. Next 
|in line were two other NBC tele- 
|casts—the Giant games and the 
| “Theater Guild”’—at 43. 

| Others, on the list, in order 
were WABD’s wrestling, baseball 
(WNBT), a movie (WCBS-TV), 
boxing (WABD), and “Tonight on 
Broadway” (WCBS-TV). 


‘Cavu Clothes Names 
Parkins to Ad Post 


Stanley B. Parkins, formerly 
copywriter and account executive 
of Lennen & Mitchell and Robert 
|W. Orr & As- 
|sociates, has 
been appointed 
;advertisi ng 
counselor and 

director of pub- 

licity of Cavu 

Clothes, Inc., 
| Cincinnati. 

Mr. Parkins 
| will be respons- 
ible for the na- 
tional promotion 
of Tailspin, 
| Lazy - Eight and 
|Chandelle shirts as well for all 
“new Cavu products. 


Stanley Parkins 


Lyk-Nu to Furman 

Lyk-Nu Company, New York, 
manufacturer of auto polish and 
color, has appointed the Furman 
Company, New York, to handle its 
advertising. Newspapers, maga- 
|zines and radio will be used. 


New YorK—Jack Benny, spon-| 


'Travel-Go-Round’ 
‘Ad Column Bows 
in 7 Newspapers 


New YorKkK—Banking on the 
'“proved advantage” of editorial- 
type ads over conventional styles, 
new company, Adams-Forsythe 
Associates, last week launched 
“Travel-Go-Round” in _ seven 
newspapers in four cities, backed 
by five advertisers. 

“Travel-Go-Round” is_ written 
by Virginia Forsythe, under the 
name of Virginia Day. Miss For- 
sythe was formerly with Ameri- 
can Home and Look, and is one of 
the three principals of the new 
company. The others are Eliza- 
|beth Adams, formerly with Mc- 
Cann-Erickson, who handles space 
selling and client contact, and 
Tom Gilliams Jr., Gilliams Serv- 
ice, who handles space and position 
agreements with newspapers. Wil- 
liam Streever of McCann-Erick- 
son does sketches and layout. 

Basically, ‘““‘Travel-Go-Round” is 
the familiar shopping column lim- 
ited to travel. The first insertions 
ran in the Boston Globe and Her- 
ald - Traveler; New York Herald 
Tribune, Times and World-Tele- 
gram; Philadelphia Inquirer, and 
Washington Star. 


Shuns Travel Page 


The first clients were Cana- 
dian National Railways and 
Trans-Canada Air Lines, both 
placed by McCann-Erickson; Ber- 
muda Trade Development Board 
and American Express Company 
travelers’ checks, both placed by 
J. M. Mathes, Inc.; and British 
‘Overseas Airways Corporation, 
placed by Cecil & Presbrey. 
| The column is slated to run 
r.o.p., and the company particu- 
larly wants to stay away from the 
travel page or section. “Travel- 
Go-Round” rates start from a 
base of $10.05 per line for the 
seven newspapers, and scale down 
| (a 13-time rate is $9.85, etc.) for 
| the weekly column. 
| Miss Adams told AA the com- 
'pany plans to expand its news- 
| paper list, moving next into the 
|\Midwest, California and the 
| Southwest. 


Form FM Network 

| Five upstate New York FM 
|radio stations have banded to- 
|gether in a network which will 
| probably be in chain operation by 
|July 1. Known as the Colonial 
|Network, the group will open 
|headquarters in Syracuse. 
| tions included are WHLD, Niagara 
‘Falls; WOPT, Oswego; WKNP, 
Corning; WWHG, Hornell, and 
WERT, Cortland. 


| 

Huston Joins McCann 
| Ted Huston, free-lance rad 
'and television producer, has joined 
| McCann - Erickson, New York, «5 
| assistant to Lee Cooley, director of 
|television. He was _ previous 
| with Ruthrauff & Ryan. 
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June 13-16. 


Advertising Asso- 
ciation of the West, annual con- 
vention, Sacramento, Cal. 


June 13-16. Advertising Fed- 
eration of America, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 13-16. National Industrial 
Advertisers Association, annual 
convention, Lord Baltimore Hotel, 
Baltimore. 

June 14-15. American Market- 
ing Association, spring conference, 
Hotel Statler, Washington, D. C. 

June 16-18. National Federa- 
tion of Sales Executives, annual 
‘onvention, Waldorf - Astoria Ho- 
el, New York. 

June 19-25. National Associa- 
tion of Display Industries, na- 
‘tional convention and display 
show, Hotel New Yorker, New 
York. 

June 23-26. Newspaper Adver- 
tising Executives Association, sum- 
mer conference, Chateau Fron- 
tenac, Quebec, Canada. 

June 28-29. Canadian Adver- 
tising and Sales Federation, an- 
nual conference, King Edward 
Hotel, Toronto. 

July 21-23. Lithographers Na- 
tional Association, 43rd annual 
convention, The Greenbrier, White 
Sulphur Springs, W. Va. 

Sept. 26-29. Mail Advertising 
Service Association, annual meet- 


ing, Bellevue - Stratford Hotel, 
Philadelphia. 

Sept. 26-29. Advertising Spe- | 
cialty National Association, an-| 
nual convention, Palmer House, | 
Chicago. 

Sept. 29 - Oct. 1. 
Advertising Association, 
convention, Benjamin Franklin) 
Hotel, Philadelphia. | 

Oct. 20-23. Printing Industry of | 
America, annual convention, Edge- | 
water Beach Hotel, Chicago. 

Nov. 8-10. Southern Newspaper | 
Publishers Association, annual| 
“onvention, Soreno Hotel, St. 
Petersburg, Fla. 


Direct Mail | 
annual | 


Trammell Announces 


Rates for KNBH 

Rates on KNBH, NBC’s Holly- 
wood video station, which is due 
on the air by Oct. 1, will be $500 
per hour for time, $750 for studio 
use and $250 for film, Niles Tram- 
mell, network president, an- 
nounced while on a West Coast 
Visit. 

Mr. Trammell also revealed that 
NBC will begin servicing stations 
not connected to the network by 
radio relay or coaxial cable with 
kinescope recordings soon. First 
use of this form of teletranscrip- 
tion is planned for the political 
conventions. 


To Schneider, Cardon 

Speaker Corporation, Montreal, 
maker of automotive specialties 
and accessories, has placed its ad- 
vertising with Schneider, Cardon 
Ltd., Montreal. 


SALISBURY 


NORTH CAROLINA © 

16th In Population Ranks 
Per Capita 


DRUG SALES 


Write for copy of 


BRAND PREFERENCE 


Radio Club Elects 


Richard C. Bachman, 
executive of W. Earl 


account 
Bothwell 


Inc., has been elected president of | 


the Pittsburgh Radio and Tele- 
vision Club. Other officers 
elected are George Young, man- 
ager of WPGH, Ist vice-president; 
Bill Sutherland, free lance sports 
announcer, 2nd _ vice - president; 
Taylor Urquhart, director of radio 
and television of W. Earl Both- 
well, Inc., 3rd_ vice-president; 
Mildred Urquhart, Station WEDO, 
McKeesport, Pa., secretary, and 
Marie Wilk, Station WWSW, 
treasurer. 


Sobolof Named A.M. 


Louis Sobolof, formerly an ac- 
count executive of A. W. Lewin 
Company, has been appointed ad- 


vertising manager of June Dairy 


Products Company, New York. 


COVERING MILLIONS YEARLY 


is this "“TROMMER" High-Spot 
which is located in the heart of 
Asbury Park's heavy circulation. 
For MAXIMUM "High-Spot" cover- 
age, such as this TROMMER at First 
and Boardwalk in Asbury Park... . 


WRITE 


The B.C Maxwell Co.Adantic City NJ 


There’s a lot more to it than this... 


The full calendar pad and the accurate wrist watch —these 
mark today’s salesman just as surely as the blanket and 
feather marked yesterday's Indian. 

But when that salesman is a Weed and Company 
representative, these symbols of business-like efficiency are just a 
small fraction of the complete picture . . . There's a lot more to it. 

There’s the product he sells—national Spot Radio, 
an enormously complex advertising medium but one of today’s best 
and most economical sales-makers for those who use it correctly. 

There’s the experience that enables him to present that 
product in the right way ... for what it can do for you as 
a radio advertiser interested in making money. And behind the 
experience there are the two vital factors that created it: 
knowledge and hard work: You can depend on them to produce 
results in any type of business. You can’t get along without 
them in Spot Radio. That's what makes Weed and Company 
service so valuable to any advertiser. 


eC eC d radio station representatives 


and 


company 


new york boston °* chicago detroit 


san francisco . atlanta ° hollywood 
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Montreal Admen Elect 


Harry E. Smith, vice-president 
of Stevenson & Scott Ltd., Mont- 
real, has been elected president of 
the Advertising and Sales Execu- 
: tives Club of Montreal. Other of- 
ficers elected include: vice-presi- 
dents, K. C. Baker, Canada Metal 
Company; Glen Mackay, Canadian 
Street Car Advertising Company, 
and Lloyd Kenney, Maclean- 
Hunter Publishing Company, and 
secretary-treasurer, Ella Cholette. 


Ad Fundamentals promotion budget, suzsested form 
Aired by NRDGA, tioning and publicity costs by de- 


NAEA in Book 


| Advertising Executives Associa- 
\tion and National Retail Dry 
|Goods Association have jointly 
published a new book, Retail Ad- 
vertising Fundamentals, aimed at 
helping retailers who are seeking 
fundamental promotion knowl- 
edge, advertising managers who 
want to instruct their staffs and 
newspaper men who want to know 
“what makes retailers tick.” 

The book, which is available to 
NAEA members at $1.50, NRDGA 
members at $2 and others at $4, 
|}contains 12 chapters written by 


dozen authors who are experts | 


in the promotion areas they dis- 
cuss. 

Chapter headings include how 
| to use linage statistics, how an ad 
| is produced and how to get the 
| best production results. Other 
| topics are sales promotion, tools of 
|sales promotion, the need for be- 
|ginning promotion with a buying 
plan, basic elements of successful 
ads, odyssey of a retail ad in the 
Chicago Tribune, layout and art, 
|color, importance of proofs and 
recognition and evaluation of re- 
| sults. 


| New NRDGA Calendar 


NRDGA also has published a 
| loose-leaf, 12-month sales promo- 
| tion calendar with a page for 
| every month of the year, a chap- 
ter on budget planning for the en- 
tire store and other information. 
|The calendar, priced at $2 for 
| members and $4 for others, con- 
|tains suggested promotions for 
| days of the year, sales importance 
each department every 
month, alphabetical index of spe- 
|cial weeks and days for promotion 
during the year, techniques for de- 
termining what to promote, mas- 
‘ter budget forms for the year, 


every month, tie-in ideas for most) 


for buyers’ advertising requisi- 


/partments, by media and by vol- 
| ume. The calendar is designed to 


New Yorkx—The Newspaper help NRDGA members know what | 


business they should get each 
month for every department and 
for the entire store. 


Tars Subscribe 
by Radio Now 


gers and crew members aboard 


candy and flowers to persons in- 
side continental U. S. by radio. 

Radiomarine Corporation of 
|/America has announced the addi- 
tion of another gift—magazine 
subscriptions. 

The first arrangement is with 
Curtis Publishing Company. Pas- 
sengers or crew members make a 
selection from a list of magazines, 
place an order with the ship’s 
radio officer, who sends it to a 
Radiomarine coastal station, which 
places it with Curtis Circulation 
Company. 


Becomes Agency Partner 


J. H. Marsters has joined Gus 
Garber and Ben Cossman, adver- 


tising, publicity and sales promo- 
The firm | 


tion agents, Montreal. 
is now known as Garber, Coss- 
man, Marsters & Co., with offices 
at 1168 St. Catherine St. West. 


Bendix Names Bonia 


E. C. Bonia has been appointed 
general sales manager for radio 
and television of Bendix Radio di- 
vision of Bendix Aviation Cor- 
poration, Baltimore. 


Appoints Finch 


Russell T. Finch has been ap- 


|pointed western manager of Na- 


| 


tional Advertising Service, Inc., 
college newspaper representative. 
He will make his headquarters in 
Chicago. 


New YorK—For years passen-| 


ship have been able to send fruit, | 
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Vhe Creative Commer 

A few issues ago, the occupant of this Corner remarked j 
—after reviewing the endless generalities in the new Lin- 
coln-Mercury advertising—that he would stick to his 1941 
Dodge, because that at least had something specific in Fluid 
Drive. 

He wishes to retract that statement. 

He wishes to retract it because he has just come across 
an automobile advertisement that says something. 

As a matter of fact, the Buick advertising for years has 
not only said*something but contained, in its copy and head- 


| 


| 


| 
| 


| 


| 


do 


lines, a feeling that made you conclude the Buick was just 
about the smoothest and most powerful car on the road 
to drive. 

This current ad on Buick’s new Dynaflow Drive is spe- 
cific from start to finish. It sells. It does not overlook 
readership principles, but it employs them to get you 
through nine paragraphs of positive and definite informa- 
tion. When you've finished, you know something about 
Buick and Buick performance and what’s behind it. 

Now if yours truly could just get immediate delivery, he 
might trade in the old Dodge. 


| 
Magazine Advertisers’ Value Chart Greenbaum to Goldsmith Name Umland Agency 
A. L. Greenbaum, formerly ad- Umland & Co., San Francisco, 
vertising and sales promotion man- | has been named by Acme Paper 
‘ager of Arvey Corporation, Chi- | Box Company, San Francisco, and 
cago, has joined the staff of Peter its affiliate, Paperbox Corporation, 
|Goldsmith & Associates, Los An- | Oakland, to prepare a trade publi- 
geles, graphic arts consultant. cation and direct mail campaign. 
‘Names Gardner Agency Weather-Seal to D'Arcy 
Banquet Canning Company, St.| Weather-Seal, Inc., Barberton, 
|Louis, packer of canned whole|O., maker of combination storm 
BUYING FACTORS L.H.J. | S.E.P. | McCall’s| W.H.C. |8.H.86.) G.H Collier's|Am.Home| Look | chicken, a subsidiary of F. M.!windows and doors, has placed its 
|Stamper Company, has appointed account with the Cleveland office 
|Gardner Advertising Company, St. | of D’Arcy Advertising Company. 
*B & W Page Rate $16,600] $12,000] $11,200] $9,000 | $9,250 | $8,450 | $7,000) $8,000] $7,000 |$8,000 | | Louis, to handle its advertising. 
New Manchester Agency Horton-Noyes Company, Provi- 
| 52.67 | 52.98 | $2.50 | $2.64 | $2.89 | $2.59] $2.80 |5296 | | Edward de St. Aubin, formerly dence, R. 1. has, been appointed 
WFEA, Manchester, N. H., has or- | vertising of Crocker-Wheeler 
-entage i i ganized Advertising Associates,| Electric Mfg. Company, division 
42.6% | 9.7% | 16.8% | 2.7% | 4% | 23.4%) 14.8%) 16% | 7.6% |20.1% Inc., an advertising agency, in the|of Joshua Heridy Corporation, 
‘ Kennard building, Manchester. | Ampere, N. J. 
Full Edisorial Page Oppe- No No No No No No No No No No 
site Each Advertisement th 7, t d C / 
THesoontage ef Adver- 53.9% | 56.0% | 56.4% | 52.1% | 46.8% | 57.3% | 52.1%| 52.3%] 52.4% |40.8% Y 
tising to Total Contents by Ronan 
my 47.2% 148.6% 149.1% 49.3% |49.4% | 67% |49.7% |46.7% | 56% | 43% Outdoor Adver- 
ising Bulletin 
| Colors FOR OUTDOOR ADVERTISING. NEON 
. IGNS AND COMMERICIAL VEHICLE 
tPercentage of College 7 ? @ Ronamel Ss 
Educated Readers [30.3%] 7 24.7%) 479%) 7 | 23.2%) Speed Finish FLEETS 
@ Gloss Exterior Your message will sparkle brighter and longer 
*Based on present rate and guarantee — April 1947. Process Enamel when you specify the use of Ronan Colors for all 
TCoronet’s ratio is maximum permitted by policy, percentages for other magazines are averages @ Flat Screen painted advertising. 
eport. Coronet figure based on subscriber survey. Other For permanence, for brilliance — use RONAMEL 
{Coronet figure based on subscriber survey. olors for lettering. 
@ Superfine Write today to learn how Ronan Colors can save 
| Japan Colors you money. 


CORONET—2,500,000 QUALITY Circulation 


420 Lexington Avenue 
_ New York 17, New York 


| NAN CO., INC. 
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Dentist Plans 


$500,000 Push 
for Whistle 


New York—Dr. Maurice M. 
Kruse, New York dentist who re- 
cently acquired 51% of the Vess 
Laboratories stock, is planning a 
comeback for Whistle orange 
drink, popular when dad was con- 
tent with a soft drink. 

President of Vess for only two 
months, Dr. Kruse is ready to ad- 
mit that there are two things 
wrong with Vess operations at 
present: the pro- 
motion is wrong; 
the franchise set- 
up is wrong. Only 
the history of 
Vess Laboratories 
can explain what 
the good dentist 
is up against. 

Vess was 
founded by the 
Jones Brothers 
who hailed from 
Texas. These 
brothers built the five-cent Whistle 
drink into one of the more pop- 


Dr. M. Kruse 


| upper New York state, especially 
| Buffalo and in the five New Eng- 
_land states. 

When and if Dr. Kruse does his 
own promotion in the 12 eastern 
states, or eventually buys the en- 
tire company or merges it, he has 
plans for a radio show, television 
shows, newspaper and magazine 
ads. He also has a contest in 
mind to obtain a new slogan for 
the drink. 


spent upwards of $50,000 on pro- 
motion for the 12 eastern states 
(New York, New Jersey, Pennsyl- 
vania, Connecticut, Rhode Island, 
Massachusetts, New Hampshire, 
Vermont, Maine, Delaware, Mary- 
land, and Virginia and the District 


This year Vess Laboratories 


for the new promotion hypo for 
Whistle, it is reported that the 
appropriation will be about $500,- 
000. No agency has been selected 
yet, but the doctor is eyeing those 
in the higher billings bracket. 


H & W to Strohmeier 
Strohmeier Associates, New 
York, has been appointed to 


handle the advertising of H & W 
|Products Company, Wethersfield, 
Conn., manufacturer of apparel 
specialties. Trade publications, di- 
rect mail and point-of-sale dis- 
plays will be used. 


Appoints Buttriss 
William M. Buttriss, assistant 


sales manager, has been appointed 
|director of advertising and sales 


of Columbia). This promotion was| promotion of Tinnerman Products, 


has been named vice-president and 
general manager of Coolerator 
Company, Duluth, Minn., manu- 
facturer of electric refrigerators 


William C. 
formerly with Hot- 
point, has been named sales man- 
ager of Coolerator. 


and home freezers. 
Conley Jr., 


GRANT-JACOBY STUDIOS 


service 


for 


advertisers 


planned and controlled by the St. | Inc., Cleveland. 
Louis operation with money from | 
the eastern franchise. Coolerator Names Two 
Although no advertising budget’ Ward R. Schafer, formerly a 
has been designated by Dr. Kruse’ vice-president of Hotpoint, Inc.,' 


MOHAWK 2055 


936 North Michigan Avenue + Chicage 148 


ular soft drinks of 25 years 
ago. But at the height of its pop- 
ularity the brothers split up, one| 
taking the eastern franchise, 
which took in 12 states, and the} 
other controlling the rest of the 
country. They promoted and sold) 
the same product in the same bot- 
tle for the same price. All pro- 
motion came out of the St. Louis 
headquarters, however, and the 
eastern group didn’t have too 
much to say on how their promo- 
tion and advertising budget was 
to be spent. 


Several ‘Ifs’ 


Two months ago, when Dr. 
Kruse acquired control of Vess 


Lrproved 
\\ finer today than you've ever seen it in its long history 


“Through on time every day! 
isn’t it great... 


“Sure is, Mary. No wasting 


Whiter than ever. Compare 


Laboratories, which covers only 
the 12 eastern states, he was time re-typing whole improved Hammermil! Bond with 
aware of this St. Louis setup, | letters because of one any other all-purpose office paper. 
which still exists. All of Dr. ’ : See how much brighter it is. 

mistake. The improved 
Kruse’s future ideas and plans 


start out with the big word “if.” 

The doctor’s main objective is 
to make Whistle as well known in 
the East as it is in the West. Next 
September, when the current 
Whistle advertising budget runs 
out, Dr. Kruse plans to run ad- 
vertising for it from New York, if 
complications do not set in from 
St. Louis. 

His first step will be to offer 
top bottlers partnerships in Vess 
Labs and give them stock as a 
bonus, as soon as they make a 
minimum guarantee. 
ally would cause a major war be- 
tween the soft drink companies 
with the bottlers right in the mid- 
dle. 

The next step 
Whistle, especially in big cities 
such as New York. The orange 
drink is still popular, according to 
a spokesman for Dr. Kruse, in 


PHOTO ENGRAVING COMPANY 


--QUALITY 
PHOTO 
ENGRAVING 


6343 


This natur- 


is to promote 


Hammermill Bond 
certainly erases 
beautifully!” 


Feel the difference. Fee/ the 
new sturdiness and firmness to make 
this improved paper stand upin your 
files and in mail. 


Typing you're proud of. 
Note how clearly and sharply your 
typingstands out on its smooth, glare- 
free surface—for letters or forms. 


=| Mail coupon for FREE sample book now... 


r Contains samples of improved Hammermill Bond in wide range of pleasing colors 
y) -.-the brighter, purer white in five substance weights...and matching envelopes. 


Hammermill Paper Company, 1459 East Lake Road, Erie, Pa. 


Please send me — FREE — the sample book showing the improved 
Hammermill Bond. 


— , Position 
(Please attach to, or write on, your business letterhead.) AA-6-7 
FRANKLIN 


7, 194 Advertising Age, June 7, 1948 59 
/ 
ced j 
941 | complete 
uid / 
creative and 
oss | 
H 
‘ 
j 
| 
} 
/ 
/ 
H 
/ 
H 
/ 
H 
/ . 
/ 
4, 
765 
= 
ut j te 
} 
1e 
A = 
P | OOK FOR THE WATERMARK... HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 
| 
| 
| | 
| 
i| 
’ 


he 


Advertising Age, June 7, 194 
WOR Names Brewster Ad Artists Issue | fe ee NATA Votes to Retain 


Robert J. Brewster has joined Vhe Pay-Off Continuing Studies $7¢ 


WOR, New York, as executive 48 Art Directory | National Association of Trans- Jul 
NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


producer. With J. Walter Thomp- portation Advertising voted at its 
4 INDUCEMENTS THAT PRODUCE 


son Company for the past 12 years, New York—‘“Here you find} annual meeting May 19-21 in New 
he was account executive for | artists who are specialists in every York to extend the continuing 
RCA. At WOR he will work on | ecnaique, point of view and sub- | study of transportation advertis. J York 
the development of new talent on| ject matter; designers; experts in| ing conducted for NATA by the § its 5 


sustaining shows. lettering.” With that comment in Advertising Research Foundation § may< 


the preface, the “1948 Art Di- MORE "CASH WITH ORDER" and to include one or more smal! §j of ta: 

rectory” makes its bow. If you sell merchandise on the “approval” or “C.O.D.” NATA to spo 

More than 125 artists have filled pon- § after 

THE MAGAZINE h oy a plan, you can reduce losses or refusals by making it profit- sor a study of FM-equipped tran- perh 
; the ae VS ees SS able for the customer to send cash with order. sit vehicles in Duluth, to be con- wer 

‘ vertising and illustrative art done Where merchandise is shipped on open account for five- ducted by Alfred Politz, Inc.; (2) § °*7 
the TRADE | In day free examination, losses will run from 5% to 20%, de- for 
roduction, iffor ice c- ign ransit advertising as a nationa 
for more than 30 years Cann-Erickson comments on the = medium, and (3) enlargement of § offici 
purpose of the volume: “The art order” to cut down your losses. NATA’s staff. eng 

buyer from New York to Los An- On C.O.D. offers, refusals average 3% to 10%, again de- ‘ ae 

HOSIERY & UNDERWEAR geles is now able to choose exactly pending upon the class of individuals ordering. Losses from Junior Admen Elect deps: 
‘ the artist for the job at hand and C.O.D. refusals can run into surprising figures. For ex- T. Dennis Jotcham, sales man- § and 


ample, on a $2 book weighing two pounds, the postage 
amounts to 7 cents, C.O.D. fees amount to 15 cents, or a 
total of 22 cents on the outgoing shipment. The return 
postage on refusals amounts to 7 cents, making a total loss 
of 29 cents on each C.O.D. shipment refused. Multiply this 
loss by the percentage of orders refused out of each 100 
shipments, and you get a true picture of what refusals are 
costing you. 

To reduce losses by getting a higher percentage of cash 
with order, you have the choice of four special inducements: 

(1) Offer to Pay Delivery Charges. Here is how one ad- 


Review to have him, through ‘Art Direc- 


1 WEST 34th ST., NEW YORK 1 | | tory,’ quickly on the job.” 
The volume is published by Art 


GUARANTEED @® CIRCULATION || Directory, Inc., 214 E. 41st St. 
here. The price is $5. 


ager of Wesco Waterpaints (Can- 
ada) Ltd., has been elected presi- f th 
dent of the Junior Advertising and § ° 

Sales Club of Montreal. Other Th 
officers elected are: Vice-presi- § furn! 
dents, Norman Birrell, Douglas § subu 
Gibson and Del Sherman, and § tisins 
secretary-treasurer, George Bist. out ¢ 


inclu 
brati 


vertiser puts it: “If you send the entire amount of $6.95 mate 
with this coupon, we will pay the postage. Same return lines 
privilege and refund guarantee if not completely satisfied.” 

(2) Stress Money-Back Guarantee. Build up confidence Af 

by featuring your money-back guarantee and you will get xt 
a higher percentage of cash orders. Chicago Precision Ma- ered 
chine Company, manufacturer of electric welders, word ~, it 
their money-back guarantee as follows: “Sold on a money- ve 

back guarantee. You run no risk. Try it, test it. If, after wild 
10 days you aren’t satisfied, return it and your purchase dedic 

price will be immediately refunded. Order yours today. We i] 

ship PREPAID if you include the $19.75.” = 
e (3) Offer Special Inducements. What to offer depends co 
py upon the type of merchandise you are selling. The special — 
Py inducement should be a logical tie-in with your merchan- visite 
6 P é dise for best results. For example, a book publisher can to in 
: offer autographed copies for ‘cash with order.” A dealer aviat 
in leather goods can offer to stamp the customer’s name State 
, in gold for “cash with order.” A magazine publisher selling learn 
subscriptions on open account can offer extra copies free Ame: 
” 4 to save bookkeeping expense. A dealer in watches offers oe 


an expansion band instead of the regular leather strap if 
cash is sent with order. 

(4) Make It Easy to Send Cash. The easier you make it 
to send cash with order the more cash remittances you 
will get. Always enclose a self-addressed return envelope 
in addition to your order form or order card. Never let 
the prospect hesitate to enclose remittance for lack of an 


SPEND ALMOST 
Dollars} 


34 Milli jon A YEAR] 


>= INCORPORATED envelope. Use of a business reply envelope is suggested to beca' 
. 
reduce further sales resistance. | ON SOFT DRINKS! } aver 
a. Many firms enclose money order application blanks all Foreign Service reader-families stead 
>= | filled out (usually printed in red) except for the name and | spend at least 50¢ a week (or from 
address of the customer. This makes it easy to buy a 29,000 ea" a yess) on soft a 
V E s UE C H l C A 6 0 money order. rinks. to this the tremen- cnan| 
“ 207 N. MICHIGAN A Where small amounts are involved, coin cards facilitate dous sales of soft drinks, and other J of tt 
beverages, at V.F.W. clubhouses § yor jc 


the sending of cash. Not only do coin cards make it easy 


ft 
to remit, but they inspire confidence. end you see whet 2 huge 20 


drink market Foreign Service 


| If you have soft drinks, candy, ~ 
Cory Elects Schlegel | beer (or other : 
| | you can cultivate your share of this 
| and Hartmann V.P.s market by advertising in Foreign § - 
) N. H. Schlegel, director of ad-| Service, the magazine that goes — 


vertising and sales promotion, has| directly to the homes of more than 
been named vice-president of! one million members of the Vet- : 
erans of Foreign Wars each month. : 


*Figured on the basis of SOF 


per week, for 1,300,00 - 
(A.B.C.) reader-families. 


N. Schlegel H. Hartmann 


Cory Corporation, Chicago, in 
charge of sales and advertising. 
ha H. Hartmann, general manager of 

Cory’s Fresh’nd-Aire division, has 
been appointed vice-president of 


—s o* Cory, heading all activities of the 
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Fresh’nd-Aire division. 
NIFE T Larkin Gets Promotion 
Robert S. Larkin, who has been | 
with Philip Morris & Co. Ltd., 
|New York, since November, 1947, 
has been appointed sales promo- | 
tion manager of the company. 


Write for Digest 
of Danie! Starch Survey. 


Cummins Names Langille| Joreiqn Sewice 


Leslie G. Langille, formerly Published by 


/with Marchant Calculating Ma-| YETERANS OF FOREIGN WARS 
| chine Company, has been appoint- | OF THE U. S. 

general sales manager of Cum- 

|mins Business Machines Corpora- | Kansas City, Missouri 


| tion, Chicago. 


No — our target is 100% service on 


running a better home for a better 
family. We screen in over 3,000,000 
families keenly interested in home 


families who read to do something or 


to buy something. Their incomes are 
among the highest for all big magazines. 
Do they find your story in BH&G? 
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New York Gives 
$740,000 Golden 
Jubilee Party 


New YorK—This summer New 
York City will splurge $740,000 on 
its 50th birthday party. But the 
mayor’s committee, ever mindful 
of taxpayers’ criticisms of such ex- 
travagance, expects to break even 
after the shouting is over, and 
perhaps have a little extra left 
over. 

The observance of the joining 
of the five boroughs in 1898 will 
officially begin on June 12 with a 
parade of “New York at Work” 
up Fifth Ave. All participants in 
the parade will be from the city 
departments. Costumes, bands, 
and banners will all be made and 
paid for by the departments out 
of their annual funds. 

The board of transportation has 
furnished space in subways, buses, 
suburban trains for posters adver- 
tising the jubilee. New York and 
out of town department stores are 
including references to the cele- 
bration in their ‘advertising and | 
the city is furnishing promotional 
material to travel agencies, bus 
lines and all tourist organizations. 


part. This ends the city celebra- 
tion: In between these exhibits 
and parades, independent associa- 


| tions will put on their own shows. 
|The Fifth Avenue Association will 
illuminate that avenue with lights 
| that reflect a golden glow. 

| Grover Whalen, New York City’s 
official greeter, is chairman of the 
mayor’s committee for the cele- 
bration. 


Reid Joins MacLaren 


Harold M. Reid, formerly a vice- 
president of J. J. Gibbons Ltd., 
has joined the senior executive 
staff of MacLaren Advertising 
Company, Montreal. 


Boyce to Weatherhead 


William T. Boyce, formerly as- 
sistant to the advertising man- 
ager of American Steel & Wire 
Company, has been named assist- 
ant advertising manager of 
Weatherhead Company, Cleveland. 


Conservation 


|1,766 midwestern newspapers as 
| part of the Standard Oil Company 
'of Indiana’s 
'which broke last week. 


and curb signs at Standard sta-| 
| tions in 15 midwestern states. 


Standard Summer 
Drive to Plug 


Cuicaco — Seven weekly ads, 
ranging from 336 
pages, are scheduled to run in| 


summer campaign | 

The drive is keyed to the slo- 
gan “how to save gasoline,” and 
includes radio spots, display cards 


material in the drive, including 
24-sheet posters, will plug volun- 
tary gasoline conservation meas- 
ures, such as eliminating unneces- 
| Sary driving, organizing car pools 
|and driving at moderate speeds. 


lines to full| account. 


| Aveo Appoints Mitchell 


advertising manager of Huff Fur- 
niture Company, 
| Ind., 
_advertising and sales promotion | 


McCann - Erickson directs the 


Malcolm W. Mitchell, formerly 


New Albany, 
has been named assistant 


manager of American Central di- 
vision of Avco Mfg. Corporation, 
Connersville, Ind. He _ succeeds 
Mack Johns, who has been ap- 
pointed regional manager. 


Names Knapp-Shepard 


Knapp-Shepard, Inc., New York, 
has been appointed to handle the 
advertising and sales promotion of 
the lantern slide, photographic, and 
display divisions of National Stu- 
dios, New York. Direct mail and 
trade publications will be used, 
with special emphasis on selling 


slides and film strips. 


| 


First three ads of the newspaper | 
series feature the company’s dealer 
training schools, which have been | 
running for over a year, and the 
last four carry a photograph of a| 
dealer servicing an automobile. 

All ads and other promotional | 


We specialize in 
manufacture of point 
of sales signs 


Cloth, Card, Hardboard, 
Metal, Glass and mirrored 
silver signs 


Prompt attention given to Inquiries 


Air Exhibition Next 


After the opening parade the| 
next big event on the city’s cal- | 
endar is the international air ex- | 
position to be held from July 31) 
through Aug. 8 at the new Idle-| 
wild airport on Long Island. The | 
dedication of the seven aquare | 
mile airport will be made by | 
President Truman on July 31. | 

For the admission price of $1, | 
visitors to the airport will be able | 
to inspect all the newest military | 
aviation wonders of the United | 
States, see jet planes in action and | 
learn additional information on) 
American aviation from military 
personnel stationed there. This 
new airport will relieve the heavy | 
traffic now jamming La Guardia | 
airport. 

The proposed extravaganza on | 
Park Avenue, with sliding floors | 
going from exhibition to exhibi- | 
tion, which had to be abandoned 
because of objections from Park | 
Avenue residents, will be held in-| 
stead in Grand Central Palace) 
from Aug. 23 through Sept. 19. 

This exhibit will consist of the | 
changes and progress in the units 
of the city government with the 
various city departments taking 


made to order... 


No matter whom you want to reach 
the country’s 39 largest corpora- 
tions employing 20,000 or more 
Employees or the 1,200,000 small 
businesses employing fewer than 3 
Persons...Dunhill will get for you 
their names, addresses, and any or all 
Pertinent information. The country’s 
largest publishers, banks, insurance 
companies, industrialists, use Dunhill 
‘or lists, They can be tailored to your 
measure, cut to your pocketbook. 


Dunhill List Co. Inc. 


Dept. V, 565 Fifth Ave., New York 17 


PLaza 3-0833 
Branches: Washington, Atlantic City, Chicago. 


New edition 


The second annual Columbus Dis- 


patch Consumer Analysis is ready now! — for 
agencies, ‘manufacturers and distributors—a 220- 
page book that excels the widely-used 1947 edition 
in revealing buying habits and brand preferences of 
consumers in rich central Ohio. 


If you are selling, or plan to sell in central Ohio, 
goods covered by any of the thumb indexes shown 
above, you need this book. In addition to valuable 


market data, it carefully analyzes and tabulates an- 


swers of 3,200 families to 740,000 pertinent questions. 


National representatives: 


HOMES, APPLIANCES 


It tells you where they buy and what they buy — 
compares 1948 brand popularity standings with those 
of 1947 — shows market trends. It’s a true 3% sam- 
ple of the 105,645 families in 100-square-mile Greater 
Columbus — reflects the buying tendencies of con- 
sumers in the 12-county area served by the Dispatch. 


It’s yours for the asking!—just address your 


THE COLUMBUS DISPATCH 


Ohio’s Greatest Home Newspaper 


O'MARA & ORMSBEE, INC. 


New York 


Detroit 


Chicago 


los Angeles 


request to “General Advertising.” 


San Francisco 
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62 
To Dinion & DuBrowin 


Coffette Products, Inc., manu- 
facturer of Coffette oil shampoo, 
the basic ingredient of which is 


|coffee, has placed its advertising | 


with Dinion & DuBrowin, | Booming Pattern 


York. Trade publications, 
newspapers and radio will be| 


for provides 


the “know how” to 


your art and copy ... determining your 
method of printing . . . producing your 


work economically and quickly. Publications, 


catalogs, booklets, direc 


white to full color .. . Now over one million 


impressions a day. 


Make your next job 


Industry Ignores 
Paid Advertising 


Simplicity ‘Life’ 
Ads Are Exception 
As Sales Gain 40%, 


By PATRICIA RYDEN 


New YorK—Turning their backs 
on spiraling ready-to-wear prices 
and changing styles, including the 
“New Look,” more than 23,000,- 
000 American women made their 
own clothes last year. 

In the biggest home sewing 
boom since the ’20s, women in 
this country bought more than 
two billion yards of fabric last 
year. Pattern sales leaped from 
60,000,000 before the war to 168,- 
000,000 in 1947. 

These economy-minded sewers, 
of which a quarter are between 
the ages of 13 and 21, own 20,- 
000,000 sewing machines, accord- 
ing to the National Needlecraft 
Bureau. 

Department, chain and _ inde- 
pendent stores are also enjoying 
the increased business, selling 
101% more piece goods in 1947 
than in 1940, statistics from the 
American Wool Council report. 


Simplicity in ‘Life’ 


Van Buren 
8790 


Yet, with the home sewing in- 


the “big five’ pattern companies 
has ventured outside of the fash- 
ion magazines to advertise its 
wares. 

For the past year the Simplicity | 
Pattern Company, New York, has'| 
been pushing patterns in Life,| 
while McCall, Vogue, Butterick 
and Advance keep close to home 
plate in the fashion world, spend- 
ing virtually no money on actual | 
advertising. 

From its handsomely laid out 
annual reports, to the free sewing 
booklets sent to schools, Simplicity 
‘is consistently promotion-minded 
—and it is paying off. 
| Its 1947 net sales of $9,319,737 
| were at an all-time high mark, up 


assist you in organizing 


t mail from black and 


dustry forging ahead, only one of | 
home 
|January, the 
|English, French and Spanish, as 
are the directions on the patterns, 
isells for 25 cents 


SINGER SEWING CENTERS 


LEARN TO SEW—This Singer Mfg. Co. 
magazine ad explains how a woman 
converted a storage room into an at- 
tractive bedroom after learning how to 
make her own decorations at a Singer 
sewing center. The agency is Young & 
Rubicam, New York. 


the depression period without 
suffering as much as a scratch. 
When Simplicity entered the 


field 21 years ago, patterns were | 


selling from 50 cents to $2. Mr. 


Shapiro began selling them for 15 | 


cents, later increasing the price 
to 25 cents, where it has remained. 

The company sends monthly 
catalogs to the 12,000 stores car- 
rying its line. Thirty-six new 
styles are added each month and 
the books are revised three times 
a year. 

The new Simplicity sewing 
book has been purchased by 250,- 
sewers. Since last 
book, issued in 


in all stores 
where Simplicity patterns are 


| sold. 
Uses Film, Shows 


Modern Miss is another pub- 
lication issued by Simplicity, 
which is read by 40,000 sewing 
teachers and 4,000,000 students 


|four times a year. This magazine | 


is sent free of charge to each sew- 
ing teacher. 


As part of its educational pro- | 


gram Simplicity sponsors National 
4H Club dress reviews and brings 
complete Simplicity wardrobes to 


40% from the 1946 total of $6,-} schools for student fashion shows. 


high in quality. 


XCELLO PRESS 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


is the sixth suc- The company finds that: going 
increase in the| after the young sewers pays off in 


681,153. This 
cessive annual 


company’s pattern sales. | Sales. | 
$ | A film called “Pattern for 
‘Pop’ Shapiro Founder |Smartness” is shown by Sim- 


Founded in 1927 by Joseph/|plicity in schools, clubs’ and 
Shapiro, a small man known as/theaters and the company puts 
“Pop” throughout the trade, Sim-| on fashion shows in cooperation 
plicity’s business grew through with the Singer Sewing Machine 


three prosperous years and braved Company. 
The company began using color 


* Circulation Up 58.5% — 


The newspaper picture in the Salt Lake area has changed 


N in the past six months. The Deseret News is now the 5 
advertising buy. 
6 Month ae * 7 days a week — with a big Sunday edition 
GROWTH! and still gaining 


%* Lowest Milline Rate in Utah 


More than ever, this influential Mormon newspaper 
covers the important Mormon market — plus! 


spreads and pages in Life a year 
ago and is gratified with the re- 


sults. The ads are, for the most 
part, timely. A recent ad pro- 
motes patterns for graduation 


dresses. Last year stores bought 
more than 1,500,000 newspaper 
lines advertising Simplicity and 
the company has tie-in ads in 


Calling All Girls, Good House- 


dvertising Age, June ISR 
keeping and Harper’s Bazaar and 
Parents’ Magazine. A Simplicity 
ad also appeared in an April is- 
sue of Parade. The agency js 
Grey Advertising, New York. 


Dabbles in Video 


The company has even dabbled 
in television, cooperating with 
|fabric houses on programs on 
|WABD and WNBT, New York. 
This medium is being watched 
very closely by the advertising 
department. 

Last year many banks through- 
out the country featured a “Sew 
and Save” week. The American 
| Bankers Association sent promo- 
| tional material provided by Sim- 
|plicity to more than 3,000 banks 
‘throughout the country. During 
| the same period many stores put 
| their efforts behind this campaign 
| by presenting the same ideas in 
| their newspaper advertising. 
| Simplicity reports that in Can- 
‘ada the expansion over the pasi 
‘year in the use of its patterns 
| very nearly paralleled the devel- 
opment in this country. The pat- 
terns are manufactured in Toronto 
by Dominion Patterns Limited, a 
subsidiary. Simplicity also has a 
plant in Scotland and reaches the 
Australian and New Zealand mar- 
kets through a wholly-owned sub- 
sidiary. 


Advance is Newest 


The 15-year-old Advance Pat- 
tern Company, New York, is the 
baby of the “big five” pattern 


| companies, established in 1932 by 


‘Samuel B. Cohn, formerly with 
| Pictorial Review. 

This company’s biggest promo- 
tional effort is through fashion 
shows. The new  one-model, 
“mix ’n’ match” show was 
launched by Advance a_ few 
months ago and is being heralded 
by department stores because it 
is economical to put on. 

Advance points out that the use 
|of one model will more clearly 
identify the style in the minds of 
the customers and the changes 
made behind the screen and ol 
| stage appeal to the audience’: 
love of what’s going on backstage 
One costume made from an Ad- 
| venee pattern is shown to an 
audience with the model changing 
accessories to show how versatile 
the costume can be. 

Advance has tie-in pattern ads 
with Charm, Mademoiselle and 
Seventeen, but does not run its 
own ads. These patterns sell from 
15 to 50 cents. 


Butterick Has Co-op Ads 


The Butterick Company, which 
owns the Progressive Grocer, is 
the oldest pattern company of the 
top five. Back in 1863, when it 
was launched, it was known as E. 
Butterick & Co. The patterns, 


| which sell for 25, 35 and 50 cents, 


are advertised on a cooperative 
basis in the Canadian Home Jour- 
nal, Mayfair in the U. S. and 
Canada, Woman’s Day and the 
Woman’s Home Companion. 
The Butterick pattern book is 
sold in stores carrying that pat- 
tern and on 12,000 newsstands 
five times annually for 35 cents. 
About 1,500 stores in the United 


ITHE BEST WAY TO 


REACH 


F16,000,000°B 


OWLER 


SALT LAKE CITY, 


Nems 


National Representative: West-Holliday Co., Inc. 


000 annually — 


UTAH 


THE BOWLER’S MAGAZINE 


Tell Your Story in Bowling 


Over 37,000 circulation, including sagen league and 2515 
city association officials. The only magazine with 100% 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $291, 000” 
three times as much as pro baseball. 
Write for our latest rate card today. 


_ Official Publication of a 
AMERICAN BOWLING CONGRESS | 


2200 NORTH THIRD STREET 
"MILWAUKEE 12, WISCONSIN 
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SIMPLICITY PROMOTION—This is the 
atest in the series of Simplicity Pattern 
Co. page ads in Life, showing how a 
gaduation dress can be made. The 


|spend $360,000 on 


| York. 


cooperative 
|newspaper advertising through its 
/agency, Federal Advertising, New 


|25 and 75 cents and are promoted | signs of the patterns, they usually 
in buSiness papers and McCall’s| find themselves enrolled in one of 
Magazine. This year McCall will|/the 1,000 Singer sewing centers 


States. 
Women are learning to make 
clothes, drapes, slip covers, etc., 


| The McCall pattern book, which | in these centers, for the small fee | 
jappears quarterly, sells for 35) of $10 for eight two-hour lessons. Modern Miss, 
|cents in stores where McCall pat- More than 300,000 women signed Economics, Seventeen, True Story, 


terns are sold and on most news-| up for classes during 1947, an in- 


stands. 
Vogue Also Secretive 


The five big pattern companies, 
with the exception of Simplicity, 
are reluctant to tell their trade 
secrets as far as sales figures. They 
watch each other like hawks. 

Vogue especially shies away 


|from the publicity limelight and 
|does no advertising except in its 


own field. Like the other pattern 
firms, Vogue puts on the usual 
amount of department store fash- 
ion shows and has tie-in pattern 
promotions in Glamour, Vogue 
and Vogue Pattern Book. 


Before most beginner sewers| spending $700,000 advertising the 


crease of almost 
1946. 


Singer Centers Gaining 


Singer reports a 1,000% in- 
crease in floor traffic in the centers 
this year over last, which means 
that customers going in and out 
|}bought anything from an eight- 
| lesson sewing course to a machine 
to a button. In some centers there 
are waiting lists of two to three 
|months for the courses. About 
one-twelfth of all Singer cus- 
tomers are teen-agers. 

This year, through Young & 
Rubicam, New York, Singer is 


100,000 since 


can Girl, Calling All Girls, Catho- | 


scattered throughout the United| lic School Journal, Electricity on| Adds Cli 


Walter Clinnin, formerly in the 
Good Housekeeping, | public relations department of the 
Ladies’ Home Journal, Life, Look, | Armour Research Foundation, has 
Needlework, |JOined the promotion department 

H of Brunswick - B a 1k e - Collender 


|the Farm, Forecast for Home Eco- 
nomics, 
McCall’s, McCall’s 
Practical 
Company, 
|What’s New in Home Economics | 
Woman’s Home Companion. | 


| House & Leland Adds 
Three New Accounts 


House & Leland Advertising 
Agency, Portland, Ore., has been 
named by Forest Conservation, 
Inc., to conduct an educational | 
campaign directed to residents of | 


ville 


other sewing accessories. Maga-); mail, and Davis Sales Consultants, 
zines carrying the ads are Ameri-| using newspapers and radio. 


}and supplier of bowling and bil- 
liard equipment. 


Korninsky to Dorville | 
Joseph W. Korninsky, formerly 
managing art director in the ad- 
vertising department of Curtis 
Publishing Company, 
appointed art director of the Dor- 
Corporation, 
and New York. 


Chicago, manufacturer 


has been 


Philadelphia 


the lumber area throughout west- | 


ern Oregon. Using newspapers, 
radio and direct mail, the cam- 
paign will endeavor to educate the 
public on the problems confront- 
ing Oregon’s timber supply. 

Two other new accounts ac- 
quired by the agency are Rhodes 
Bakery Equipment Company, us- 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft 
900 Kibby St., Lima, Ohie, U.S.A. 


can figure out the intricate de-|sewing centers, machines and|ing trade publications and direct Ong. 
Its Nestuts Richness It's tops for cooking 
gets them! .. for EVERY USE! 


Can. is Grey Advertising, New York. 
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Toronto crmation on the expanding home 
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hes the #°Y taken among 9,399 home sew- 
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ed sub- This study revealed that 42.8% 
f women who make their own 
lothes, slip covers, drapes, etc., 
watch each penny, buying the 

“e Pat- @xact amount of fabric called for 

is the the pattern. 

pattern McCall’s Lead in Survey 

cig Ninety-one per cent of the| 
ewers do all their own sewing | 

promo- fithout any help from a profes- | 

fashion g0D@l dressmaker and 49.4% pre- 

-model. sewing schools for fashion 

was 1elp. 

» few The study found that the ma- 

eralded Mtity of the women interviewed, 

ause itp" 56-2%, preferred McCall’s pat- 
erns with Vogue coming in sec- 

the use 224 with 43.9%; Simplicity third, 
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BOWMAN FILMS 
INCORPORATED 
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How 
product 


This newspaper campaign tells readers about the rich taste of 
Nestlé’s Evaporated Milk. And to make the product look as good as it 
tastes, Nestlé’s uses Reilly pLastictyres. For tear sheets tell the truth 
—to Nestlé’s and to hundreds of other national advertisers. Tear sheets 
prove that pLAsTiCTyPES mean cleaner, more uniform reproduction. 
Not just a few, but literally thousands of tearsheets—from newspapers 


having a wide variety of production conditions. 


You see, every PLASTICTYPE is precision-perfect, retaining the true 
fidelity of the pattern plate. And pLastictyPes not only assure finer 
reproduction, but are so light that they can be sent first class or air 
mail at remarkably low cost. They actually cut shipping costs an aver- 
age of 60%. So mail the coupon today—see what PLASTICTYPES can 


do for the appearance of 


Reilly Plastictypes 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 
CHICAGO * DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 


your newspaper cam pai gns. 


More! More! This 


coffee tastes swell! 


NEST 
MILK 


TAKE IT WITH 


can match this World-wide quality record 


Tops with women 
‘round the World for 
quolity in cooking! 


Best known, most 
widely used for babies 
‘round the World! 


For over 80 years best 
known for Milk Products 


‘round the World! 


look good 
tastes! 
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Six Join AFA 

The following have joined the 
Advertising Federation of Amer- 
ica: Rheem Mfg. Company, 
New York; the Dispatch, Colum- 
bus, O.; KICD, Spencer, Ia.; the 
Courier - Express, DuBoise, Pa.; 
Harry J. Lazarus & Co., Chicago, 
and the Reporter-Telegram, Mid- 
land, Tex. 


Names Stephens Agency 


Henry A. Stephens, Inc., New 
York, will take over the advertis- 
ing account of World Broadcast- 
ing System, Decca Records sub- 
sidiary. Newell-Emmett Com- 
pany, New York, will continue to 
handle the main Decca account. 


Color Prints 


MADE TO ANY SIZE 


... from your transparency. Ready to use 
as final artwork for submission to 
client, and as engraving copy. . 
too, for sales presentations. Fast 


work, reasonable prices. . 
wewser 


QTOGR, 


Wagner 


& % 
Color 
Ss Laboratories 
= 357 West 63rd Street 
CHICAGO 


710n Phone WENtworth 8868 


William Morris 


| 


to Import Talent 
for Texaco Show 


New Yorx—Texaco’s $10,000-a-| 
week television show, which de- 
buts June 8 over NBC, may spot- 
light foreign as well as U. S. en- 
tertainers. 

| William Morris Jr., president of 
'the William Morris Agency, is in 
Europe lining up talent for the 
| hour-long program. He hopes to 
teletranscribe or film outstanding 
'English and French acts for use 
on the Texas Company telecast. 
|Among the British artists being 
considered for appearances are 
| Sir Harry Lauder, George Robey, 
| Sid Fields and Vera Lynn. 

Milton Berle will be master of 
ceremonies for the first four weeks 
of the program. He will intro- 
duce a list of seven vaudevillians, 
headed by Senor Wences and 
|Pearl Bailey: A new lineup of 
‘entertainers will be presented 
from week to week on a seven- 
station east coast network extend- 
ing from Boston to Richmend. 

Texas Company advertising ex- 
ecutives, who have been working 
with the Kudner Agency on com- 


mercials for the telecast — Tex- 


|aco’s maiden venture in the me-| 
dium—have decided to use live 


There may be a 
closing se- 


commercials. 
short opening and 


| quence on film, but the company 
| feels that the cost of filmed com- 


mercials, which can’t be shown 
repeatedly, are exorbitant. 

The William Morris Agency, 
meanwhile, seized the opportunity 
to run a spread in Variety an- 
nouncing the official return of 
vaudeville and the “Golden Era of 
Variety” and inviting “vaudeville 
artists from all quarters of the 
globe” to get into the act. 


Keegan Joins ‘Parents’ ’ 


Al Keegan, formerly national 
supervisor of the Macfadden road 
force, has joined Parents’ Maga- 
zine as newsstand sales manager. 
His place at Macfadden Publica- 
tions has been filled by Dwight 
Yellen, formerly district manager 
for New Jersey, eastern Pennsyl- 
vania, Maryland and the District 
of Columbia. 


Agency Incorporates 
Arnold Advertising Agency, 
Phoenix, has been incorporated as 
Arnold Advertising Agency, Inc. 
Officers of the corporation are: 
G. E. Arnold, president; L. Don 
Miller, vice-president, and O. D. 
Miller, secretary and treasurer. 


That's 


Mr. Advertiser: 


operation obtained 85%, distribution (and sales) of a NEW PROD- 
UCT in more than 200 Big Aggie Land counties, within 10 weeks. 


WNAX advertising and co- 


“THE DOLCIN STORY”’ 


us direct . . 
Agency. 


Interested? Then get the facts by writing 


. or from your nearest Katz 


5,000 WATTS—570 KC 


A Cowles Station 


SIOUX CITY YANKTON 


AGliated The American Broadcasting Co, 


Statutes and court decisions | 
banning the use of the names of 
individuals in advertising copy 
without the consent of the owner, 
are occurring with increasing fre- | 
quency. Three states—New York, 
Virginia and Utah—already have | 
prohibitory statutes to this effect. | 
In many other states, where spe-| 
cific statutes protecting an indi-| 
vidual in the exclusive use of his | 
own name have not been enacted, 
the courts have established the 
prohibition. 

A recent suit by the heroine of | 
“Crossways” against the author of | 
this work of fiction has added| 
Florida to this growing catalog. | 
Here was no claim for libel; ref-| 
erences to the heroine were en-| 
tirely complimentary. The court, | 
however, commenting on this ab- 
sence of derogatory statements, | 
said, “Neither the truth of the) 
matter nor the absence of any | 
malice or wrongful motive on the 
part of the writer or publisher 
constitutes any defense to such an 
action.” 


Individual Names Taboo 


First of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray 


Another instance of the same 
character arose from the publica- 
tion of the name and true but un- 
savory biography of a woman on 
the Pacific Coast. “Even the 
thief on the cross,” said the court, 
“was permitted to repent during 
the hours of his final agony. We 
believe that the publication of the 
unsavory incidents in the past life 
of the appellant, after she had re- 
formed, coupled with her true 
name, was not justified by any 
standard of morals or ethics 
known to us and was a direct in- 
vasion of her inalienable right 
guaranteed by our Constitution te 
pursue and obtain happiness.” 

Adding still more weight to thi: 
accumulation of precedents agains 
the use of individuals’ name 
without their consent, is a recen: 
federal court decision that the un- 
authorized use of the name of a 
person without his consent is 
ground for a separate damage suit 
against the advertiser in every 
state in which the advertisement 


Edcapp Publishes | 
‘N. J. Home Owner’ | 


The first issue of The New Jer- 
sey Home Owner, published by | 
Edcapp Publications, 101 W. 31st | 
St., New York, is on newsstands | 
throughout New Jersey. 

The 52-page magazine, featur- 
ing illustrated articles on decorat- 
ing, maintenance, gardening, 
household problems and fashions, 
is sold for 20 cents a copy and $2 
a year. The publishing company 
is headed by Charles Caplin and 
Edward Leader. 


Milnot Uses Video 


Milnot, produced by Carolene | 
Products Company, Litchfield, IIL, 
has become the first sponsored 
product of Chicago’s WGN home- 
maker television program, “At 
Home with Barbara Barkley.” The 
program is heard Thursdays, 4- 
4:30 p.m., CST. 


Seitz to Chernow 


S. Seitz & Co., New York, wom- | 


en’s lingerie, coats and dresses, 
has appointed the Chernow Com- 
pany, New York, to handle its ad- 
vertising. 


ago. 


problems. 


million. 


...that there are over 7,000 islands 
comprising the Philippine archipel- 


It’s no secret either that this rich 
group of Pacific islands is the only 
market in the Orient open to unre- 
stricted trade with the U.S. No duty 
imposed on goods of American 
manufacture. No currency exchange 


And so, last year, Philippine im- 
ports from the U. S. exceeded $427 


Many U. S. Advertisers know 
that the Philippine market is effec- 
tively covered by the ten Ramon 


Roces Publications, with a combined 
United States Offices—270 Park Avenue, New York 17, N. Y. 


Albert C. Capotoste Tel.: MUrray Hill 8-4777 


amow Roces 


Nowadays even first know... 


readership of over 2,000,000. Each 
publication of the Roces group 
blankets particular dialect sectors, 
particular trading areas—does a 
specific job. Together they provide 
island-wide coverage, influencing 
the buying habits of brand conscious 
Filipinos. They already prefer goods 
of American manufacture. Write for 
further information. 


Magazine 


MANILA ¢ PHILIPPINES 


Publishers of THE EVENING NEWS LIWAYWAY ILANG-ILANG ALIWAN DAIGDIG 
PILIPINO KOMIKS * BANNAWAG ° BISAYA-HILIGAYNON * THE WOMAN’S HOME JOURNAL 


The leading PM Daily Newspaper 
Eight Dialect Weekly Magazines 
The Outstanding English Language 


One schedule, complete coverage 
Communicate with: 


is circulated. 
does! 
spot. 
Hudson Ads Hit | ® 
five- 
Dealer, Consumer J 
in Same Dailies 
Cuicaco—H. D. Hudson Mfg. 
Company here will begin a novel Ne 
campaign on sprayers and dusters § gaily 
for the summer garden market this Hall 
month. in th 
The drive is believed the first § over 
in which a newspaper ad directed § mon: 
to dealers will precede an ad§ cool 
aimed at consumers in the same§f ville 
newspapers. The first ad in aff cuts 
series appeared June 6 in metro-§f half 
politan newspapers in major mar-§f were 
kets. It is a 400-line ad aimed@ nim 
directly at hardware, seed and gar-@ row’ 
den supply dealers and depart-§§ (7:4! 


ment stores, asking directly for 
tie-in efforts in the “Garden Pro- 
motion Plan.” 

The copy advises dealers that “in 
powerful 700-line ads, starting in 
this paper June 15, we will fea- 


ming 


|ture our most useful Hudson 
|Dusters and Sprayers at real 
down-to-earth prices. So tie-in 


}and cash-in on June-time Gar- 
deners’ needs.” 

John W. Shaw Advertising here 
is the agency. 


Four CBS Stations 
Revise Rate Cards 


Four Columbia-owned stations 
have revised rate cards effec- 
tive June 1. The dollar volume 
discount of WCBS, New York: 
WEEI, Boston; WCCO, Minneapo-§ 
lis-St. Paul, and WTOP, Washing- , 
ton, D. C., is eliminated on the h 
new cards at the repeated request A 
of agencies and advertisers in i 
order to facilitate their speedy 
reference to rates. The discount 
| plan of these four stations will be 
| based on the number of days used 
|within a seven-day period and 
| consecutive weeks of use. 

Retention of Class A evening 
| hour base rates on the new rales, 
it was said, was due to the fact 
that while base rates for these 
hours have not changed for these 
stations, adjustments of some 
other periods have been made “to 
reflect more realistically the p0- 
tential circulation available du'- 
ing these periods.” Advertisers 
may continue on the old rate cards 
for six months after the new cards 
go into effect. 


Names Carvel Nelson 


Dant & Russell, Inc., has named 
Carvel Nelson Advertisiné 
Agency, Portland, Ore., to handle 
the advertising of Fir-Tex in- 
sulating board, Brixulation brick 
siding and Dantore building 
terial. 14 
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VINNER—This horse race prepared 
iy W. L. Stensgaard & Associates for 
Glenmore Distilleries won the counter 


it t 
display prize in the Chicago Federated 
pss Advertising Club's annual competition. 


D'Arcy Advertising Agency, St. Louis, 


a recen: handles the account. 


the un- 
me of a 
sent is 
lage suit 
n every 
tisement 


Bill Henry Gets 
Top Audience 


New YorK—Even a top rating 
doesn’t always hold a _ network 
spot. 


lit Bill Henry, who does a nightly 
five-minute newscast for Johns- 
mer Manville over 67 CBS stations, led | 
all programs covered in the U. S. 
Ss Hooperatings with a net weekly 
audience of 10,366,000 listening 
on Mfg. Bhomes. 
a novel Nevertheless, Mr. Henry, whose 
| dusters I daily U. S. Hooperating exceeded 
rket this§all other news programs covered | 
: in the study, and his sponsor move 
the first f over to Mutual in the fall. Several 
directed § months ago Columbia indicated its 
an ad§coolness toward the Johns-Man- 
he Same@ ville 8:55 p. m. program, which 
id in aff cuts into one of the network’s best 
1 metro-@ half hours. Network officials also 
jor mar-@ were said to consider the five- 
i aimed minute program too near Ed Mur- 
and gar-@ row’s Campbell Soup newscast 
depart-@ (7:45 p. m.) for good program- | 
ctly for ming. 
len Pro-§} Meanwhile, the May New York 
teleratings, which included base- 
}that “inf ball for the first time, listed the | 
irting inf Yankee-Tiger game on May 8 as | 
Nill fea-B the top telecast, with a rating of 
Hudson § 38.4. This is sponsored by Ballan- | 
at realfitine over DuMont’s WABD. The 
o tie-inffrating took quite a dip from the 
ne Gar-§ previous month’s high of ‘67.2 
ing here 
stations 
s effec- 
volume 
y York; 
nneapo- 
Vashing- 
on the 
request 
isers in 
speedy 
discount 
will be 
ays U 
iod an 
WORKS LIKE MAGIC 
rates, 
the fact But you don’t have to be a magician 
mr these to handle it! Anyone... your steno 
or these or office boy... can set card-stock 
some 
nade “to Fototype. Work wonders right in 
the po- your own office-- have professional 
le dur- layouts ready for photo-reproduc- 
vertisers tion in a jiffy. Save up to 90 per 
ite aa cent on typesetting costs as well. 
oii saaiaas Write for our free catalog of 125 
type styles and sizes now! 
on 
named * this entire ad set with Fototype! 
tisin€g 
» handle 
[Tex in- 
ing ma- — 


1415 ROSCOE STREET, CHICAGO 13 


iscored by the circus over WCBS- 
BOB TAYLOR RAISES 
‘BENNY HOOPERATING 

| New Yorx—Jack Benny led the 
list of Hooper scholars on the May 
'30 report, but on the interview- 
ing Sunday Robert Taylor was 
| substituting for Mr. Benny, who 
took a week’s rest. The Lucky 
Strike NBC show rated 21. 

Others on the top 15: 


Walter Winchell (Jergens), 
| Radio Theater (Lux), CBS...... 19.3 | 


| My Friend Irma (Swan), CBS.. 
| Fibber McGee & Molly 
(Johnson Wax), NBC......... 
Amos 'n’ Andy (Rinso), NBC... 
| Charlie McCarthy (Standard 
Bob Hope (Pepsodent), NBC 
Fred Allen (Ford Dealers), NBC 
Truth or Consequences (Duz), 


17.9 
-17.7 


Godfrey’s Talent Scouts 
(Lipton), CBS 


| Red Skelton (Kool), NBC 


Music Hall (Kraft), NBC 


Bing Crosby (Philco), ABC 

Average rating was 8.3, down 
0.7 from the last report and up 0.4 
from a year ago. Average sets- 
in-use of 27.5 was down 1.4 from 
the last report and up 3.0 from a 
year ago. 


‘Motorola Opens Contest 


Motorola, Inc., Chicago radio 
manufacturer, has launched a 
$50,000 prize contest for distribu- 
tor salesmen. The contest, ap- 
plicable only to auto radio sales, 
is based on distributors and their 
individual salesmen reaching goals 


|calculated on their shares of com- 


pany sales in the past. 


17.4 
16.9 | Joins Simon & Gwynn 
"Ralph Bubis, 


formerly with 


s| Tresler Oil Company, 


Tresler Oil to Acomb | Gerding Joins Jones 
Cincin- Jules C. Gerding, formerly ac- 
nati, has placed its advertising count executive of Stockton, West, 
with Robert Acomb, Inc., Cincin- Burkhardt, Cincinnati, has joined 
nati. For the most part newspa- Ralph H. Jones Company, Cin- 
| pers will be used. cinnati agency. 


53-59 E. Illinois Street, Chicago 11, Illinois 
Phone WHltehall 2930 


| 


| 
| you judge for yourself. 


ABC AFFILIATE 
| 5000 W © 980 KC 


more years without a break. See what WSIX 
can sell for you in Nashville's 51-county 
retail trade area. Your Katz represent- 


ative has additional information to help 


SOLD VIA 


companies use time ranging from daily quarter hours and spots to weekly half 


hours; and they've stuck to this schedule for two, three and 


Represented Nationally by 


Katz Agency, Inc. 


WSIX gives you all three: Market, Coverage, Economy 


WSIX sells electrical appliances, too. At least some of the nation's most | _ 


successful producers must be convinced by sales results. Electrical appliance 


ice Of Tennessee's 
City 
THEE 


And WSIX-FM ® 71,000 W ® 97.5 MC 
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How fo Get Film 
Star in Your Ad 
Told in Detail 


Producers Tell All 
in New ‘Hollywood 
Reporter’ Booklet 


Los ANGELEs—In case there 1s 
any doubt of it, the movie industry 
is still supercolossal. 

What other business, for ex- 
ample, could—as the film business 
does—get $100,000,000 of free ad- 
vertising each year? 

According to authoritative esti- 
mates, more than that will be spent 
in 1948 by manufacturers of every 
conceivable type of product for ad- 
vertising tied in with one or an- 


other movie personality ... and 


with credit lines for his or her 
latest movie. 

The use of such tie-ups is not 
new, to be sure, but in recent years 
it has been increasing by leaps and 

" bounds because the movie pro- 
ducers have found they can get 
free publicity this way reaching 
millions of people day after day, 
and advertisers have apparently 


BRANHAM MAN 


‘found the use of pictures of high- 
ly publicized movie stars does at- 
‘tract attention to their advertising 
increases its effectiveness. 


Tells How to Tie In 


| More recently, movie exploita- 
tion and publicity men have come 
to the realization that they can 
‘benefit not only from tie-ups with 
/national advertisers, but that ad- 
'vertisers at the regional and local 
\level are eager and willing to use 
such tie-ups, and such advertisers 
represent a tremendous potential 
|in terms of desirable, free public- 
ity. 

Yet, despite the interest of ad- 
vertisers and agencies in movie tie- 
up advertising, there is more than 
a little misinformation as to how 
such arrangements may be made. 
There is no mystery to the process. 
In principle, all movie studios are 
interested in any publicity which 
reflects favorably upon their stars 
and their pictures. On the other 
hand, the requirements of the ma- 
jor studios show a wide variation. 

Looking at tie-ups from the na- 
tional level, the Hollywood Re- 
porter has just released a booklet, 
“How to Arrange Advertising 
Testimonials With Hollywood Mo- 
tion Picture Studios.” The booklet 
presents statements from studios 
outlining their individual policies 
and procedures, and naming con- 
tact personnel. Copies are available 
to advertisers and agencies with- 
out charge. 
| The booklet is strictly factual 
jand contains much information of 
ivalue to advertisers or agencies 
|considering tie-ups. Statements of 
the major studios are revealing in 
their indication of the attitude and 
the stiffness of requirements as 
they vary from studio to studio. 


Advertisers Contacted 


Back of the statements are more 
or less standard practices of stu- 
|dios which should be considered 
| when contemplating the use’ of a 
|movie tie-up. Usually the public- 
j ity and exploitation men or both 
iview a film to determine tie-up 
possibilities. With these in mind, 
major advertisers nationally and 
regionally are contacted directly 
with specific suggestions. Thus 
main tie-ups are often initiated by 
releasing organizations, with the 
result that major tie-ups are set 
| months in advance of the notice of 
the release of a picture. 

All distributing centers also re- 
|ceive press books for the promo- 
jtion of a picture, and these books 
jcontain suggestions for regional 
|and local tie-ups. In addition, the 
j\larger circuits have their promo- 
tion departments which seek out 
advertisers with whom they think 
a logical and mutually profitable 
|tie-up can be worked out. 
| Very seldom, actually, does 
pneney change hands in such tie- 
ups. The outstanding exceptions 


Complications Develop 


Los ANGELES— One reason 
why movie admen wear a har- 
ried look is the unique—not to 
say weird—contractual rela- 
tions which govern advertising. 
The size of type which carries 
each star’s name is carefully 
measured, as well as the star’s 
position in the billing (a well- 
known character actor may not 
be billed lower than fifth, and 
his type-size name is assured 
in contract). 

On one major picture, the 
two stars were satisfied by a 
50-50 split: Each poster had a 
split run, the first half saying 
“JANE DOE and JOHN ROE,” 
the second half with names re- 
versed; the stars agreed that 
national magazines wouldn’t 
have to split their runs — 
equivalent circulation would be 
satisfactory. It was agreed that 
if JANE preceded JOHN on the 
screen of the New York the- 
ater, JOHN would precede 
JANE when it opened in Los 
Angeles. The stars flipped a 
coin to see which would be first 
in New York. And it was all in 
the contract. 


are those of liquor and cigaret en- 
dorsements by stars, which are al- 
most 100% banned by studios. In 
these cases, the amount of money 
changing hands can be consider- 
able, although it is difficult or 
impossible to obtain specific fig- 
ures. 


Studio Policy Voiced 


A study of the studio require- 
ments for entering into movie tie- 
ups indicates that, usually, the 
larger the studio the more exacting 
are its standards in such ar- 
rangements. For example, RKO, 
admitting the box-office value of 
tie-ups in the Hollywood Reporter 
booklet, says its “policy has been 
to try to fit the product to the per- 
sonality of its stars, with the power 
of the product’s national circula- 
tion a prime determining factor.”’ 

In thé same vein, M-G-M says: 
“There must be a special reason 
and widespread coverage of media 
before M-G-M will really be inter- 
ested.” Twentieth Century-Fox 
says in the booklet, “The condi- 
tions for tie-ups require that there 
be no direct endorsement and no 
mention of price; the product must 
have recognized merit and appeal; 
also, the campaign must be of suf- 
ficient size and importance to war- 
rant the cooperation.” 

Comments of other studios in the 
Reporter booklet make it clear 
that many are very exacting... 
that a major requirement is a siz- 
able campaign in the leading gen- 
eral magazines, a national radio 
hook-up or a nationwide news- 


| DON'T READ THIS IF YOU'RE RICH! 


WMC, the Memphis NBC outlet, 
WMCF, the first FM station in 
Memphis and the Mid-South, and 
coming soon, WMCT (Television). 
With 5000 watts day and night, at 
790 kilocycles, WMC is your best 


bet for maximum effective cover- 


WMCF. 


You wouldn't be interested. 


But if you're a wide-awake time 
buyer, if you’re concerned with 
the advertising and sales planning 
of a progressive business, you'll 
want to know about WMC and 


People in Memphis, the hub of a 


two-billion dollar market, look to 


age. 


Get the facts from the nearest 
Branham man. 


paper schedule. 

On the other hand, Samuel Gold- 
wyn Productions is quoted as fol- 
lows in the booklet: “Samuel 


|Goldwyn Productions is very much 
‘interested in commercial tie-ups, 


national or international, and in- 
vites inquiries as to our ability 
to cooperate. We complete tie-ups 
not only with our regular contract 
players, but with players under 
contract with ‘us for individual 
pictures. . . . In instances where 
agencies do not have a specific 


Advertising Age, June 7, i$4 


choice of personalities we welcome 
the opportunity to consider the 
tie-up and make a recommenda. 
tion. 

“If the request is for any spe. 
cific player, producer, director, or 
other personality, we will advise 
promptly if the individual is avail. 
able. We supply production, pub- 
licity and advertising stills for use 
in tie-up advertising, at no charge, 


If specially posed photographs are §. 


required they are shot in our gal. 


|lery and delivered at no cost to 


Sevelecal” 


PRINTING PAPERS 


Kimberly 
Clark 


Distributed by 
ALABAMA MONTANA 
Birmingham....... Sloan Paper Company Billings ......Carpenter Paper Compan 
ARIZONA reat Fa ---Carpenter Paper Company 
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Zellerbach Paper Company NEVADA 
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Oakland ......Zellerbach Paper Company 
Redding ...... Zellerbach Paper Company NEW JERSEY 
Sacramento ...Zellerbach Paper Company Newark......J. E. Linde Paper Company 
San Diego ...Zellerbach Paper Company 
San Francisco.Zellerbach Paper Company wyew MEXICO 
San Jose ..... Zellerbach Paper Company 
Stockton ...... Zellerbach Paper Company Albuquerque...Carpenter Paper Company 
COLORADO NEW YORK 
DD. ccasees Carpenter Paper Company Albany...Hudson Valley Paper Company 
Carpenter Paper Company rice & Son, Inc. 
“=e Hub Howe Company 
CONNECTICUT New York. Baldwin Paper Com ny, Inc. 
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Milwaukee....The Bouer Paper Compeoy 
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the agency or advertisers. If the; 
agency requires the services of a| 
commercial artist or photographer | 
not on our regular staff, the agen- | 
cy, in accordance with standard | 
practice in all studios, must en- 
gage and pay the fee of the artist 
or photographer. In executing our 
agreement to the tie-up we supply 
the agency with releases signed by 
the players or other personalities 
and by a representative of the stu- 
dio, covering the terms of the 
agreement.” 

In principle, the statement of | 
Samuel Goldwyn may be said to) 
cover the general procedure which | 
is commonly followed by all stu- 
ios, although as stated previously, 
the application of the procedure 
will vary from studio to studio in 
stiffness of requirements. 


Contacting Varies 


SAFETY CHALLENGE—Paul Copeland, Kellogg district sales manager in Denver, 
pictured working the trade in Basin, Wyoming, in 1911, challenged any salesman 
in the cereal company to beat his nonaccident record—36 years of driving and 
more than 1,000,000 miles chalked up without an accident. Now the Kellogg Co. 
challenges any salesman in any company to top that record. 


For example, the Hollywood Re- 


porter quotes Universal-Interna- |U-I with complete details of their 
tional Pictures as saying: “U-I is|proposed advertising. This infor- 
interested in commercial tie-ups.|mation should include name and 
Any advertiser who is interested | type of product; name and address |terial such as posters, car cards, 
in securing tie-ups should contact !of manufacturer; size of advertis-|he wishes, such as exchange of 


ing space; whether to be used in 
consumer magazines or newspapers 
or other types of advertising ma- 


,article advertised; extent of dis- 


let.” 


personalities through the studio. 
However, in some cases it is pos- 
sible to initiate discussion of a tie- 
up with a star directly, or through 
his or her agent. 

Covering this situation, Enter- 
prise Pictures states in the book- 
let: “Every major star has com- 
plete control and jurisdiction over 


the studio has been forced to ex- 
ercise more than normal caution 
in terms of accepting and submit- 
ting advertising for star coopera- 
volved approve submitted lay- 
outs and copy before giving per- 
mission to proceed. . . So long as 
the ads are subject to studio ap- 
proval, exercising good taste in 
terms of layout and copy, Enter- 
prise will always continue to wel- 
come good tie-up advertising.” 
Another phase of tie-ups is the 


placing of an actual product in a 


To this point procedure has been 
concerned with tie-ups with movie 


his or her name. For that reason, | 


in each case, the stars in- 


Look at Levelcoat... 


for brightness 


When it’s sparkle you want, 


Levelcoat* printing paper! You'll find 
it a dramatic backdrop for type and 
illustration. You'll see color glow and 


blacks contrast sharply —on 


now brighter than ever before. 


* TRADEMARK 
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Look at Levelcoat... 
for smoothness 


choose a Compare Levelcoat grade for grade 
with any other coated paper. See for 
yourself the smooth result of careful 
clay selection, of controlled precision 
coating. You'll agree it pays to give 
your printing the Levelcoat lift! 
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Look at Levelcoat... 


for printability 


Press-test Levelcoat —for lustrous fin- 
ish which makes every impression a 
good impression. For uniformity which 
means smooth performance ream on 
ream. For that right combination of 
finer qualities defined as printability. 


Levelcoat* printing papers are made 
in these grades: Trufectt, Kimfectt, 
Multifectt and Rotofectt. 


scene of the movie. This allows the 


‘tribution, and type of retail out-/direct use of stills in advertising 


‘and merchandising promotions. 
Eagle-Lion is quoted by the Re- 
porter: “Whenever a product can 
be used in a scene, we will be 
pleased to assist in this manner. 
We do not attempt to use the 
screen as an advertising medium, 
but where a product can lend itself 
|to the action of the photoplay we 
feel it is to our advantage, and also 
to the exhibitor’s advantage, if we 
ican utilize a prop and create ad- 
vertising campaigns from such us- 
jage which will ultimately benefit 
any national and local campaign 
‘that an exhibitor and the distrib- 
'utor may create concurrently with 
the release of such photoplay.” 

A specific example of such a tie- 
up can be found in the March 22 
ADVERTISING AGE story of the pro- 
motion planned for “Mr. Blandings 
|Builds His Dream House.” In this 
picture, General Electric furnished 
all kitchen equipment shown and 
will tie in through advertising and 
point-of-sale material to be used 
by its distributors. 


At the Local Level 


Other data in the Hollywood 
Reporter booklet includes reader- 
ship studies showing that tie-ups 
do increase readership, and repro- 
duction of the advertising code for 
motion pictures which can be used 
as a guide to advertisers and agen- 
cies in determining if a proposed 
campaign would be acceptable. 

One phase of tie-ups not covered 
in the booklet is the possibility of 
such arrangements at regional and 
local levels. Contact at these levels 
can be made with the distributing 
offices of each studio, the promo- 
tion department of major local or 
regional circuits, and local inde- 
pendent theater owners in smaller 
cities. Requirements at these levels 
are relatively less exacting, and in- 
terest in tie-ups greater. 

At the level of the independent 
theater in smaller cities the owner 
can make whatever arrangements 
he wishes, such as exchange of 
space in a store for space to ad- 
vertise a product in the theater 
lobby. Ingenuity is the only limit- 
ing factor here. 

Motion picture studios, distrib- 
utors, circuits and independent 
theaters want tie-ups that bring 
desirable publicity. The advertiser 
or agency that can deliver that 
publicity in terms of the area 
served by the organization he con- 
tacts will be welcomed. 
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Sales Club Proposes 
Group Insurance Project | 


Directors of the Sales Execu- American Airways have an-| 


tives Club of New York have pro- 
posed a project whereby members 
of the club participate in a group 
plan of accident and health insur- 
ance. The directors 
pointed Frank Connolly chairman | 
of a special committee to investi- | 
gate the proposal before present | 
ing it to the membership. 


Expands Cargo Service 


Acme Fast Freight and Pan 


nounced an agreenient under 
which Acme has designated 53 re- 
ceiving stations in 23 states to 
handle cargo carried by Pan Am. 


have ap-|J. W. G. Ogilvie, cargo sales man-| 


ager for the airline, said the 
agreement will bring Pan Am air 
cargo service to many areas which 
have not previously had it. 
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,OAKLAND | 


As a sea, air and rail terminus for the Pacific Coast, 
Metropolitan Oakland has 37 miles of harbor .. . is 
spending more than $10,000,000 on airport expansion 
.. . has direct loading between ship and car for three 


The Oakland Tribune, with the greatest circulation 


1947, alone covers this great and growing market. 


Daily 
150,802 


(A.B.C. Publishers’ Statement, Sept. 30, 1947) 
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_ CRESMER & WOODWARD, INC. 


promotions are scheduled in other 


bloom Advertising Agency here. 
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'On auto finish that enables yo, 
to “paint your car with a powde, 


Test Stage 


New Charm Tred 
Rug Gets Test 


| CHicaco—Charm Tred Mills 
|here is testing a new cotton rug 
called Charm Tred Rugged Twist, 
San Francisco, Minneapolis, 
Baltimore, Washington and Dallas 
with full-page, black-and-white 
newspaper ads. 

In the past, the company has 
marketed its products through dis- 
'tributors, usually several in a 
/market area, who do not handle 
_ the carpets on an exclusive basis. 
The new test marks a departure 
|from the traditional policy. 
| The new Rugged Twist rugs, 
_made of long staple cotton and 
billed as feeling extra-deep, will 
|/be sold on an exclusive basis to 


/one distributor in each market, 


will assist in the promotion and 
merchandising. 

All of the pages carry the dis- 
tributors’ names, and in all mar-| 
‘kets except Baltimore and San 
| Francisco the copy lists names of 
five or six selected dealers. 

First copy ran yesterday (June) 
6) in Minneapolis. The series will | 
start June 13 in Washington, Bal- 
timore and Dallas, and in San 
Francisco on June 20. Similar 


cities through Irving J. Rosen- 


STAHL-MEYER TESTS 
‘MEAL-IN-A-CAN’ 

HARTFORD—-Stahl - Meyer, meat 
packer in New York and Peoria, 


Ill., is testing the company’s line! gr, Lours—Steelcote Mfg. Com-| 


of “Complete - Meals - in - a - Can” | 
with 225-line newspaper copy 
with coupon. 

The products tested include beef 
stew, lamb stew, spare ribs and 
sauerkraut, corned beef and cab- 
bage, chile con carne, and frank- 
furters and beans. 

The copy, now running in the 
Hartford Times and the magazine 
section of the Hartford Courant, | 
features a $1 fountain pen for 25) 


cents and the label from any | 


| Stahl-Meyer canned meat product. | 


Store displays and counter cards| 
are being used to back up the | 
drive. 


Blaker Advertising, Inc., New} 
York, directs the account. 
AMERICAN MAIZE 
TESTS NEW DESSERT | 
CoLtumsus — American Maize | 


Products Company has launched 
an extensive test campaign in Co-| 
lumbus on its new product, Amazo | 
instant dessert. 

Newspaper ads, radio announce- 
ments, movie shorts and public | 
demonstrations are being em-| 
ployed to introduce the dessert, | 
which was placed on sale in Co-| 
lumbus grocery stores for the first | 
time anywhere. 

The dessert takes only 30 sec- | 
onds to prepare. Unlike other 
preparations of its type, it is made 
by stirring the powder into a 


| mixing bowl] filled with the proper | 


amount of milk. Advertising in! 
all media stresses the convenience 
of preparing the new dessert. 


HOBERG PAPER MILLS 

IN 11-STATION TEST | 
GREEN Bay, W1s.—Hoberg Paper 

Mills here is starting an 11-station 

test campaign, using “Minit Musi- 

cal” transcriptions. 


Hoberg, maker of Charmin 


|facial and toilet tissues, said that 


the test is the company’s first use 
of multiple station advertising 


_and that use of additional stations 


is contemplated. Each spot is 
built around an old-time favorite 


song by the Honey Dreamers, 
ABC vocal quintette. 
The announcements, used first 


| puff.” 
on Station WTAQ here, will also The company attributes the de. 
run from seven to 15 times a mand to two factors-—the high 
week on Stations WTMJ, Mil- cost of professional auto painting 
waukee; WSAU, Wausau; WIBA,|and easy application of the ney 
Madison; WEAU, Eau Claire;| product, which goes on with 4 
WJMC, Rice Lake, and WKBH, pad resembling a powder puff, 
La Crosse, all in Wisconsin; and| Allegedly representing a “whole 


with the understanding that he| 


|'WTCN, Minneapolis; WEBO, Du- 
‘luth; WMFG, Hibbing; and WHLB, 
| Virginia, all in Minnesota. 

Cramer-Krasselt Company, Mil- 
waukee, is the agency. 

DRYER CAP 

_TESTED IN L. A. 


_ Lone Beacw — The ladies no 
longer have to dry their newly- 
|washed tresses over radiators, 
stoves and back porch railings if 
they have a Hair Queen home 
dryer cap, now being tested in a 
drug store in Los Angeles and a 
department store here. 

The new dryer cap is a two- 
piece combination and uses water- 


| 


| absorbent silica gel instead of con- 


ventional heat to effect drying ac- 
tion. 
top of their wet hair, put on a 


beret, the second part of the set,| 


and are ready to undertake their 
shopping chores without worrying 
about curlers or stray strands of 
stringy hair. 

Newspaper ads will carry the 
bulk of the promotional load as 
the product is introduced market 
by market, with a drive in cos- 
metic and women’s service maga- 
zines planned for fall, through 
J. M. Straus & Co., Los Angeles. 


STEELCOTE’S WIPE ON 
TESTED IN N. Y. 


pany here claims that a test cam- 
paign in the New York News 
shows a “surprising” 
and dealer demand for its Wipe 


The girls place the cap on) 


consumer | 


/new approach” in metal paint 
| chemistry, Wipe On was developed 
|after lengthy laboratory experi- 
‘mentation and weather testing. 

A 200-line ad in the News 
| stressed that a quart at $3.95 pro- 
| vides two coats and takes just an 
|hour to apply. Newspaper adver- 
tising is planned in additiona] 
/major markets. 

Krupnick & Associates 
handles the account. 


CBS Ups Ackerman 


Harry S. Ackerman, CBS exec. 
utive producer in New York, ha 
been appointed director of net 
work programs in Hollywood fo: 
CBS, succeeding Ernest H. Martin 
who has resigned effective June 
15. Mr. Martin is leaving his Co- 
lumbia post to concentrate on the 
production of the Broadway stage 
show, “Charley’s Aunt,” sched- 
uled to open this fall. 


Ingoldsby to Universal 


Tom W. Ingoldsby, formerly 
manager of United Press for Ne- 
braska and previously in the news 
department of Station WOW, has 
joined Universal Advertising 
Agency, Omaha, as head of its pub- 
licity and public relations depart- 
/ment. 


here 


| ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 


We supply complete copy for U. S. and 
Foreign Ccunteles — Astronomical and 
Astrological Data, Weather Forecasts, 


|] Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


CAN YOU USE A 
SALES REPRESENTATIV 


IN THE MEDICAL FIELD 


—WHO is known to every physician 
in the territory you cover? 


—WHOSE expense is shared by your 
prospect, the doctor? 


—WHO has been invited by thou- 


sands of physicians 


to bring them prac- 


tical advice on scientific medicine? 


—WHOSE sales messages are ac- 
cepted by the Councils of the American 


Medical Association 


THEN PUT 
THE STATE JOURNAL GROU 
by Kenyon & Eckhardt, New York. | 


TO WORK FOR YOU 


34 Journals 
Covering 
42 States 


COOPERATIVE MEDICAL 


ONLY ONE 


Contract 
Copy Job 


Set of Original Plates 
(per insertion) 


Monthly Statement 


ADVERTISING BUREAU 


of the AMERICAN MEDICAL ASSOCIATION 


535 NORTH DEARBORN STREET, CHICAGO 10, ILLINOIS 
The State Journal Group — As 
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Lincoln-Mercury 
$3,000,000 Drive 
Is ‘Largest Ever’ 


Detroit — The most successful 
new model Lincoln and Mercury 
introductions on record are being 


| backed up by the most powerful 


| 


| 


'25,000 SQUARE FEET—That's how 
3S exec. nuch space this brand new modernis- 
‘ork, ha: ‘ic structure adds to Fairchild Publica- 
of net sions’ New York office headquarters 
vood fo; and publishing facilities. 
ve June 
his cof Fairchild Opens 
e on the 
ay 12-Story Office 
New York—Fairchild Publica-| 
tions played hosts recently to sev- | 
rsal eral hundred representatives of) 
formerly textile, apparel and home fur-| 
for Ne- nishings industries, and of adver- 
‘he news § tising and the press, on the open- 
OW, has § ing of their 12-story building at 7 | 
vertising § E. 12th St. 
‘itspub-—| The new building, under con-| 
depart- fi struction for the past two years, 
has been erected on a _ 100-foot 
frontage directly to the rear of, 
DARS! |f and connected with, the six-story 
Year) building occupied by the company 
MEDIUM |B at 8 E. 13th St., thereby adding 
125,000 feet of space to that 50,000 
Forecasts, square-foot building. The build-| 
ings accommodate 1,100 employes. 
0. in New York. 
The Fairchild publications are| 


An aviation newspaper de- 

voted to private flying . . . 

reaches over |/3 of alr- 
in the U. S . elreu- 

ation, 8,652. 

2. THE MAILBOX 
A direct mail advertising me- 
dium devoted to the farmer 


REAU 


three dailies, Women’s Wear, Daily 


‘which changed from semi-weekly 
to daily on June 1), and Men’s 
Wear and Footwear News, as well 


books. 


and mechanical innovations, a 
feature of the new building is an 
all-glass facade which provides 
window display space. 

Architects for it were Harrison 
& Abramowitz, who designed 


buildings. Laurence C. Roberts 
was the builder. 


Heads Racine Club 


Elmer A. Otte, account execu- 
tive of Western Advertising 
Agency, Racine, Wis., has been 
elected president of the Advertis- 


are Frank Thiede, vice-president, 


urer. 


3 that are | ST 


1. CROSS COUNTRY NEWS 


- « « reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 


families of the great south 
plains of West Texas... 
reaches over 28,000 town and 
city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


Vews Record, and Retailing 


as manuals, directories and other | 


In addition to new equipment. 


Radio City and who are now. 
working on the United Nations | 


ing Club of Racine. Other officers | 


and Jack Schacht, secretary-treas- 


| Copeland, 


advertising campaign in the his- 
tory of the Lincoln-Mercury divi- 
sion of the Ford Motor Company, 
it was disclosed by Robert F. G. 
advertising and sales 
promotion manager. 

Mr. Copeland said the Lincoln- 


Mercury advertising division gave | 


the dealers the “most forceful, 
most penetrating and the most 


comprehensive” presentation ever | 
released by Ford in it’s $3,000,000 | 
advertising program covering the! 


introductions. 


“Not only that,” said Mr. Cope-| 
land, “but we planned this cam-| 
paign to lay the groundwork for | 
the strongest follow-up advertis-| 


ing job since the war.” 


He said the follow-up campaign 
is now under way and will con- 
tinue through the year in news- 
papers, magazines, billboards and 
radio. “For example, newspapers 
in every dealer city are being 
used. In magazines, we are using 
both two-page full-color spreads, 
the largest magazine impression 


papers, 7,500 weeklies, 500 maga- 
zines, 700 radio stations, 200 spe- 
cial publications and 1,100 dealers. 


Keystone Adds 23 


Keystone Broadcasting System 
has added 23 new affiliates, bring- 
ing the total number of KBS out- 
lets to 333. 


Do you know “Four 
Secrets of Selling 
Power’’ ignored in 
most consumer ad plans? 
Sent FREE to adver- 
tisers. $1.00 to others. 


Box 7070, Advertising A 


100 E. Ohie St., Chicago ti, 


you can buy, and full-color pages 


during this campaign for both 
Lincoln and Mercury. 

“On outdoor panels, we have 
a separate campaign for Lincoln 
and three different postings for 
Mercury.” 

For Lincoln, the magazine cam- 
paign opened with a _ two-page 
color spread in The New Yorker, 
Newsweek, The Saturday Evening 
Post and Time. For Mercury, 
three two-page spreads are in 
Collier’s, the SEP and Time. 

Working in cooperation with di- 
rect advertising and promotion 
was a well-rounded publicity pro- 
gram, Mr. Copeland asserted. Spe- 
cial press packets on the two cars 
were mailed to 1,800 daily news- 


O. A. FELDON & ASSOCIATES 


Publisher’ Representatives 


185 North Wabash Avenue Chicago I, Ill. Dearborn 5272 


DOES 
HARDWARE AGE 
CARRY 2% TIMES 
‘AS MUCH ADVERTISING 
AS ANY OTHER PAPER 


Hardware Age has become the permanent Trade Fair of 

© the great two-billion-dollar-a-year hardware business be- 
Every other Thursday Hardware Age offers the largest — 
and only wholly voluntary, prepaid circulation in the national 
= hardware business paper field. 
Ls Of every issue's 33,700 copies — 21,400 go to retailers, pen- 
| trating to the very grass roots of the retail trade with at 
least one merchant subscriber in each of 8,821 cities and 
towns from coast to coast. (There are only 6,669 towns of 
© 1,000 population or more in the U.S.A.) 

An additional 6,000 copies saturate the nation’s 509 
wholesalers — providing 65% greater coverage than any 
other hardware paper. 

Nowhere else can advertisers reach so many of their cus- 
tomers so quickly . . . effectively . . . continuously. In no 
other hardware paper can merchants find so large a concen- 
tration of product information as in the advertising pages of 
HARDWARE AGE. That's why manufacturers allot 
more than 75% of their national trade advertising dollars to 
HARDWARE AGE. 


HARDWARE AGE 


A Chilton Q Publication @ Charter Member & 
100 EAST 42nd STREET © NEW YORK 17, N. Y. 


ARDWARE MARKET 


idvertising Age, June 7, 1948 69 : 
| 
4 
4 
q 
ait 
: 
: 
4 
| 
| 


Joint Committee 
Mulls Work Unit 
fo Implement Plan 


(Continued from Page 1) 


Slow Burn for E-W: 


No Cigar for Writer 


In the May 31 issue, AA 
reported a novel twist to an 
advertising campaign — the 
use of “The Long-Suffering 
Male” cartoon technique for 
Harvester cigars. Appar- 
ently on the theory that one 


Joint Committee officials, al- the story credited the wrong 


agency with the campaign. 
Erwin, Wasey & Co. handles 
the Consolidated Cigar Cor- 
poration account, including 
the advertising of Harvester 
cigars. 


though Mr. Belding admitted that | 
the ATW had been suggested and | 
was still under consideration. 
The American Teamwork Foun- 
dation seems to be the latest 
product of the fertile brain of 


John W. Anderson, president of 
Anderson Company, Gary, Ind. 
Mr. Anderson, a veteran of busi- 
ness associations, is currently 
president of the American Patent 
Council, which also has a plan for 
explaining the free enterprise 
system in terms of what patents 
have done for it. He was also a 
primary figure in the American 
Fair Trade Council. 

Mr. Anderson is understood to 


have proposed to the joint com- 
mittee the creation of the team- 
work foundation, which would 
further both the campaign of the 
Joint Committee and that of the 
Patent Council. 


‘Playhouse’ Succeeds 
‘Digest’ for Hallmark 


James Hilton will be narrator 
for the new dramatic series to be 
sponsored by Hall Brothers over 
CBS starting June 10. This pro- 
gram, to be called “Hallmark 
Playhouse,” will replace “Radio 
Edition—Reader’s Digest” which 
is currently heard Thursday at 10 
p.m., EDT, under the sponsorship 
of Hallmark greeting cards. 
Foote, Cone & Belding is the 
agency. 

Another program shift will take 
place this fall when Helen Hayes 
will return to the air under the 
auspices of the Electric Companies 
advertising program. That group, 
through N. W. Ayer & Son, now 
learries “Carle Comes Calling.” 
| Electric Companies will take a hi- 
|atus starting July 11 returning in 
fall at a new time, Sunday 9 
p.m., EST. 


it to teachers 
they pass it 


to millions! | 


INSTRUCTOR 


sth 
gh 


DAKOTAS 
ro 2 A Four Billion Dollar Farm Market! 


Excluding the value of farm land, 
farm equipment, buildings and per- 
sonal property, the Dakotas TODAY 
have liquid cash resources of $1,741, 
996,883.00, a livestock inventory of 
$1,396,312,000.00, and an estimated 
crop production of $834,627,000.00. 


YOUR ADVERTISING MESSAGE 


reaches 100,000 Dakota farm families in 
one compact, responsive market... 


AMERICA’S 5th FARM MARKET 


The Dakota Farmer is the only farm 
paper published since 1881 specifi- 
cally for, and in the interest of, the 
Dakotas. 100% of the editorial con- 
tent is of intensive interest to Dakota 
farmers. 

That is why, in the Dakotas TODAY, 
the magazine that is of the most use 
to the most people and is the first in 
advertising for the territory, is... 


MALONEY, Advertising Manager 


HEADS TOGETHER—Reviewing the program for the seventh annual spring 

convention of the southern California chapter of the American Association of 

Advertising Agencies, held in Los Angeles, are (left to right): Carl K. Tester, 

Philip J. Meaney Co., Los Angeles, chapter chairman; Ben C. Duffy, president, 

Batten, Barton, Durstine & Osborn, principal speaker; Don Belding, chairman 

of the board, Foote, Cone & Belding and Frederic R. Gamble, president of the 
Four A's. 


Walter Winchell 
Quits Jergens, 
Signs with ABC 


(Continued from Page 1) 


vigorously denied “eastern 


mors” that matters of 


Jergens. 
It is understood 
money, simply, 


away from the sponsor. 


4 Drop Whiteman Show 


gether a sustainer to fill the hour 
left vacant by the four-advertiser 
cancellation of the “Paul White- 
man Club” effective June 26. 

The cancellation leaves Wesson 
Oil & Snowdrift Company (Ken- 
yon & Eckhardt) with only a 
regional show over NBC Pacific 
Coast stations. 

Another backer, National Bis- 
cuit Company (McCann-Erickson) 
will be out of national network 
radio temporarily after the fad- 
ing of the record show. The com- 
pany’s spots on between 150 and 


National Biscuit also carries a 
regional children’s show over the 
Don Lee (MBS) network. 

| Also dropping their portions of 
| the show are Nestle’s Milk Prod- 
|ucts (Compton Advertising) and 
‘the R. J. Reynolds Tobacco Com- 
pany (William Esty & Co.) 


STERLING DRUG CUTS RADIO 
SHOW, SHIFTS AGENCIES 
New York—Sterling Drug has 


'|realigned its radio schedule pri- 


marily to shift expenditures for 
Molle shaving cream to other 
media. One hour of time on NBC 
—formerly devoted to “Waltz 
Time” and “Molle Mystery Thea- 
ter’—was dropped. The latter 
show will be switched to CBS 
starting June 29 at 8 p.m., EDT. 
This will replace “Big Town,” a 
Lever Bros. property currently 
sponsored by Sterling Drug. On 
NBC, “Mystery Theater” was 
handled through Young & Rubi- 
cam, but coinciding with the net- 
work shift it will be turned over 
to Dancer - Fitzgerald - Sample, 
which henceforth will carry all 
Sterling’s radio with the excep- 
tion of spot radio for the Centaur- 
Caldwell division, placed through 
Sherman & Marquette. 


Several Shows Shift 


Company executives felt Ster- 
ling’s advertising was a bit top 
heavy with radio, particularly for 
such products as Molle, “which 
don’t lend themselves to radio.” 
|At week’s end, future plans for 


Jergens Company, said that Win- lal 
chell will continue for the com-| “People Are Funny” shifting to 
pany till the end of the year and the comedian’s old Tuesday night 
ru- | Segment. 

policy on | 
commercials had caused any dis-| Previously a Friday night feature, 
agreement between Winchell and moves to Saturdays, effective June 


Meanwhile, ABC is putting to-| 


Molle had not been decided. 

| A by-product of this turn of 
/events will be the reshuffling of 
the entire Friday night schedule 
at NBC. Red Skelton is due to 
be heard on Friday for his new 
sponsor, Procter & Gamble, next 
fall, with Brown & Williamson’s 


Colgate’s “Can You Top This,” 


|3, filling the spot of Judy Canova, 


that more| who reportedly will not be back 
lured Winchell | for Colgate in the fall. 


Among the potential clients in- 
|terested in helping the network 
‘fill its vacancies are the Ford 
|Motor Company, which will not 
be satisfied with the Sunday after- 
pret spot (for Ford Theater) 
which it never really wanted, and 
the Pabst Sales Company, which 


| wants to move Eddie Cantor. 


| 200 stations will continue for Na- | 
bisco Shredded Wheat, Milk Bone | 
dog food and Nabisco 100% Bran. | 


SSC&B Has Lifebuoy 


In a cut caption ADVERTISING 
AcE (May 31) credited Ruthrauff 
& Ryan for the new Lifebuoy 
theme, “Gets Skin Cleaner,” in- 
stead of Sullivan, Stauffer, Col- 
well & Bayles. This is the first 
ad since the account went to 
SSC&B. 


Advertising Age, June 7, 1948 


Cutex Cuts Prices 
and Starts Drive 
in 16 Magazines 


STamForp, Conn.—The Northan 
Warren Corporation will promotd 
a new price and new bottle fo 
Cutex Nail Brilliance beginning 
in August in 16 national maga 
zines. The company is reducing 
the price of the Nail Brilliance 
from 39 to 25 cents and has de 
signed a new modern package fo 
the product. 

Full-page four-color ads will] 
begin to appear in August and 
September issues of the following 
publications: Charm, Glamour 
Mademoiselle, Modern Romances 
Modern Screen, Motion Picture 
Movie Story, Photoplay, Radi 
Mirror, Screen Romances, Seven. 
teen, True Confessions, True Ez. 
periences, True Love & Romancy, 
True Romances and True Story, 

The agency is Young & Rubi. 
cam, New York. 


Gore Succeeds Rowell 
As Field's Ad Chief 


Budd Gore, sales promotion 
manager of H. & S. Pogue & Co, 
Cincinnati department store, has 
resigned to become advertising 
manager of Marshall Field & Co, 
Chicago. Kathryn Rowell, with 
Field’s since 1935 and advertising 
manager for the past year and a 
half, is resigning to retire to pri- 
vate life. 

Mr. Gore returns to Field’s, 
where he had been advertising 
manager of the budget floor and 
assistant to the sales promotion 
manager early in the war. He was 
chief administrative officer of the ] 
Metallurgical Laboratory (atomic 
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Boston Agency Moves $150, 
Ford, Nichols & Todd, Boston, cupic 
advertising agency, has moved it: Time 
offices to 113 State St. editi 
a wi 

NEED catalogs? 

Can print 2 sides and fold in | operation on be 1 
new high-speed rotary web offset press. Upm $100, 
to page size 9 x 12, in 8-16-32 page units and ! 


Complete poodueties facilities, New York 
City. Quality reproduction. 
Address 7057, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SPOT RADIO ? 


Spot radio lets you hand - pick time 

the station which will do the unde 
best selling job for you- 

market - by - market. 

“A 

purp 

SOUTHWEST to b 

is to 

VIRGINIA? 

Edga 

Southwest Virginia, of which Roanoke Time 

is the hub, is a complete market within “This 

itself. It represents 23.7% of Virginia's the | 

total buying power. publi 

froze 

ture 

WDBJ? = 

not 

WDBJ is a 24-year-old pioneer in govel 

this rich market - a consistent leader _- 

© Ar 


year after year in listener loyalty, 
prestige, coverage, and sales 
results! Ask Free & Peters! 
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CBS - 5000 WATTS + 960 KC 


TIME. 


Owned and Operated by the 
'S-WORLD CORPORATION 
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ces [Publishers Deny 


ve 

es Rankin Charges 

Northan 

promote 

ottle fo on ERP Subsidy 

eginning 

al maga-§ New York — Newspapers and 

reducinggpublications last week indignantly 

3rilliancaienied the accusation of Rep. 

has deJJohn E. Rankin (D., Miss.), that 

ckage fomthey would share a $15,000,000 
ubsidy under the European re- 

ads willeovery program. 

gust anda’ On June 2 Mr. Rankin called 

followinggttention to a Washington dis- 

Glamour,patch to the Chicago Tribune re- 


sorting that $5,000,000 of the 
ymount would go to “a selected 
fw American newspapers and 
magazines which shouted the 
laidest for the Marshall plan.” 
Another $10,000,000 would be 
shared between book publishers 
and motion picture producers 
“who similarly were active in the 
propaganda campaign for the for- 
eign spending experiment,” ac- 
cording to the story. 

It claimed as its authority testi- 
mony given by J. Noel Macy, as- 
sistant director of the State De- 
partment’s office of international 
information, at a secret session of 
the House appropriations commit- 
tee. Mr. Macy said that the Mar- 
shall plan payments involved 
would not mean a profit for those 
receiving them but the elimina- 
tion of present losses. He con- 
firmed the following estimates of 
payments receivable annually by 
publications overseas: 


How Money Is Allocated 


New York Herald Tribune Paris 
edition: $827,000 for the projected 
sale of 75,000 copies daily in the 
occupied zone of Germany and 
$150,000 for circulation in the oc- 
cupied zone of Austria; New York 
Times Sunday weekly overseas 
edition: $110,000 for 20,000 copies 
a week in the Anglo-American 
occupation zone in Germany; Life, 
$853,000, of which $663,000 would 
be for publication in England, 
$100,000 for publication in France 
and $90,000 for Italy; Time, $360,- 
000, of which $30,000 would be for 
Italy and the remainder for Eng- 
land; Reader’s Digest, $305,000, of 
which $200,000 would be for 
France and $105,000 for Italy. 

The New York Times answered 
Mr. Rankin, saying it has never 
sought a subsidy from the gov- 
ernment. It has published an 
overseas weekly for distribution 
in Germany and Japan at an an- 
nual loss to itself in excess of 
$100,000, due to its expenditure of 
dollars and receipt in return of 
blocked marks and blocked yen. 
The paper stated that it has at no 
time sought to recover this loss 
under the Marshall plan. 


All Deny ‘Subsidy’ 


“As we understand it, the sole 
purpose of the financial assistance 
to be provided by this legislation 
is to encourage publishers to ex- 
tend their foreign distributions,” 
Edgar Baker, general manager of 
| Time - Life International, said. 
“This would be done by having 
the government purchase from 
publishers limited amounts of 
frozen currencies earned from fu- 
ture distribution of their maga- 
zines. We have not asked and will 
not ask, for any kind of outright 
government subsidy. We do be- 
lieve that great value will accrue 
to America and the American peo- 
p.e through wider dissemination 
- American news and informa- 
on. For the last three years our 
‘ompany has been committed to 
‘n implementation of this policy 
it a considerable financial loss.” 

The New York Herald Tribune 
)rinted a statement which said: 
The New York Herald Tribune 
‘eeks no ‘subsidy’ nor would it 
accept one. With other publish- 
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Last Minute News Flashes 


Toni Cancels ‘Breakfast Club’ Quarter-Hour 


Cuicaco—Toni Company division of Gillette Safety Razor Company 
is canceling its opening quarter- 
effective July 9. The action is taken because (1) the opening sec- 
tion of the show has a relatively low audience rating, 
budget is overbalanced toward radio (the company is now spending 


at the rate of $8,000,000 or more 


closer to $6,000,000), and (3) Toni’s major selling season is in the 
summer and, a spokesman told AA, “we want to get out at the right 
Foote, Cone & Belding is the agency. 


time.” 


Universal Premium Drive 


New YorK—Universal Laboratories is beginning a campaign on 


June 6, offering a love charm perf 
Kiss perfume for 25 cents. The 
powder. Universal will use color 
throughout the country on June 6 


on June 20, and Nancy Sasser’s column in 60 newspapers on two or 
The company also is taking participations 


three Sundays in June. 
on the MBS “Queen for a Day” 


troduce another premium offer in the Pacific Coast edition of The 
Cole & Chason Advertising is the 


American Weekly on July 18. 
agency. 


Kryptar Starts Panchromatic Campaign 


RocHeEster, N. Y.—Kryptar Corporation is launching a new cam- 


paign for Panchromatic film with 


day, Life and The Saturday Evening Post in addition to Photo, Photo 


Fan and business magazines. The 
Big Name in Film.” The agency 
born, Buffalo. 


hour of ABC’s “Breakfast Club,” 
(2) Toni’s 


in all media and wants to hold it 


Boosts Djer-Kiss Line 


ume bracelet plus a flacon of Djer- 
drive is to promote Mavis talcum 
page ads in The American Weekly 
and 13; the New York Daily Mirror 


program during June and will in- 


color pages and half pages in Holi- 


campaign theme is “America’s New 
is Batten, Barton, Durstine & Os- 


ers, it has simply asked for the 
creation of a temporary facility to 
get around the road-block of non- 
convertible or soft European cur- 
rencies in meeting production 
costs. The amount actually in- 
volved in the case*of the European 
edition of the New York Herald 
Tribune is $462,000 a year, which 
would enable 50,000 extra copies 
daily to be made available to Ger- 
mans and Austrians who are hun- 
gry for news of the United States.” 


Stories Are ‘Distorted’ 


The Reader’s Digest reported it 
now publishes editions in nine of 
the 16 Marshall plan nations and 
that “all these editions have been 
and will continue to be financed 
privately by the Reader’s Digest.” 

Newsweek said that it had car- 
ried on overseas editions after the 
war at considerable financial loss. 
It rejected the idea of subsidies 
but said the possibility of freeing 
small amounts of frozen currency 
to enable broader distribution of 
Newsweek and other publications 
now in the international field was 
suggested by responsible sources 
in Washington. These suggestions 
may have inspired the “distorted 
and sensational stories,” News- 
week said, adding that neither it 
“nor the State Department, to the 
best of our knowledge, would be a 
party to the actions implied in 
these dispatches.” 


Chicago Laundry Group 
Opens Newspaper Push 


More than 130 laundries in the 
Chicago area are participating in 
an extensive advertising program, 
scheduled to open this month. The 
drive is based on results of a mar- 
ket analysis of laundry habits of 
Chicago families. 

Newspapers will get a heavy play 
initially, with other media to be 
added later. The new drive of the 
Chicago Laundry Owners Associa- 
tion will plug the advantages of 
professional laundering services. 
Goodkind, Joice & Morgan directs 
the account. 


CBS Picks WAGA 
as Atlanta Affiliate 


Station WAGA will become the 
CBS affiliate in Atlanta effective 
Sept. 26, replacing WGST. Owners 
of the latter station, regents of the 
University of Georgia, sued Co- 
lumbia last year to retain its af- 
filiation, but the suit was dis- 
missed after an agreement to con- 
tinue the network affiliation until 
September, 1948, at the end of 
which time CBS could make a free 
selection of stations. 

At the same time WGST will 
join Mutual, according to Edgar 
Kobak, MBS president. The pres- 
ent Mutual station in Atlanta is 
WATL. 


Air Writers End 
Agcy. Talks, Seek 
Separate Pacts 


New YorK—The Radio Writers 
Guild has broken off negotiations 
with the advertising agency com- 
mittee and has announced that it 
will seek agreements with in- 


dividual agencies and package 
producers. 
A spokesman for the guild, 


which has agreed to go before the} 
NLRB for certification if certain | 
matters of definition and voting 
procedure could be agreed upon 
in advance, said it hopes to de- 
| termine through meetings with in- 
|dividual agencies whether the 
|stand taken by the agency com- 
_ mittee represents the feeling of 
the industry. 

Agency representatives and the 
guild have been meeting sporad- 
ically since last fall, when the 
union was recognized as a bar- 
gaining unit for writers by the 
four major networks. The admen 
have insisted that the guild must 
be certified by the NLRB as a 
prerequisite to bargaining. 

Leonard T. Bush, Compton Ad- 
vertising, one of the agency rep- 
resentatives, said the guild pro- 
posal calls for bargaining before 
certification. “Our stand is,” he 
said, “go before the board and get 
certified, then we will talk with 
you.” 

Earlier the guild had agreed to 
seek certification provided: there 
be an agreement as to the defini- 
tion of a bargaining unit; both 
sides urge a practical and sim- 


‘some 609% 


Memo to Pop: | 
Better Save Now 
for Father's Day | 


New York —Fathers all over) 
America might as well be pre- | 
pared. This year their wives and 
little ones will shower them with | 
more presents, at a higher cost (to | 
the head of the house, of course) | 
than ever before. Of course no | 
one can be sure until the final | 
sales figures are in, but the retail 
volume inspired by Father’s Day, 
June 20, has risen steadily) 
throughout the years. In 1947 
more was spent on 
dads than in 1938. 

There’s not a chance of any-| 
body’s forgetting, either, with 
copywriters — fathers and non- 
fathers—oozing sentiment into ad- 
vertisements to fill the newspapers 
and magazines. Linage in these 
media devoted to the observance, 
which is said to have started in 
a church in Spokane, Wash., and 
gives merchants their biggest 
boost between Easter and fall, is 
expected to be up about 20% over 
last year. 


$100,000 for Publicity 


There will be other reminders 
as well, including radio transcrip- 
tions and movie trailers. The lat- 
ter are furnished gratis to local 
communities by ‘the National 
Council for the Promotion of 
Father’s Day. This group was 
formed in 1936 when it looked as 
though the idea of apple polishing 
dad with a tie, socks or a shirt 
one day a year was going to be 
a colossal flop. 

In 1948 the council raised $100,- 
000 for publicity designed to 
make sure no father was forgotten 
on his day. Not wishing to “com- 
mercialize” the observance, the 
council turns these finances over 
to a Father’s Day committee, com- 
posed of about 100 volunteers. 

It is the committee’s duty, ac- 
cording to a spokesman for the 
council, to look after the senti- 
mental, spiritual and _ patriotic 
side of Father’s Day. It also 
makes the year’s awards and pres- 
entations. 

Drew Pearson has been desig- 
nated as 1948’s outstanding father 
because of his. brainchild, the| 
Freedom Train. Other papas hon- 
ored by the committee for their 
“good citizenship” are Bob Feller, 
David Wayne and Eddie Cantor. 


Durban Heads American 
Television Society 


Charles J. Durban, assistant di- 
rector of advertising of U. S. Rub- 
ber Company, was elected presi- 
dent of American 
Television Soci- 
ety at its annual 
meeting in New) 
York May 27. 

Other officers 


plified voting procedure when ap- | 
pearing before the board, and that | 
preliminary to going before the 
NLRB there be a discussion of the | 
proposed basic agreement. 

Meanwhile, the regional direc- 
tor of the NLRB in New York 
announced that a nationwide 
union shop election will be held 
at the request of the American 
Federation of Radio Artists 
(AFL). Polling places will be set 
up in New York, Chicago, Holly- 
wood and San Francisco on 
Wednesday (June 9). 


‘Mirror’ Raises Price 

The New York Mirror has in- 
creased its per copy price, starting 
June 1, from 2 to 3 cents within 
| city limits and 4 cents in the sub- 
| urbs. 


| 


| 


Joins ‘Aero Digest’ 
Edward A. Dawson, formerly 
eastern advertising manager of 


isales staff of Aero Digest. 


are Halsey V. 


‘We're American, 
Philip Morris Says 
in Full-Page Ads 


New York — Last week Philip 
Morris & Co. ran full-page adver- 
tisements in New York newspa- 
pers to correct the “erroneous im- 
pression” that it is a “British con- 
cern.” 

Officials of the company, which 
pointed out in the copy that it is 
“owned and operated by Ameri- 
cans for Americans,” said they 
wanted to make quite clear to 
everyone that Philip Morris is a 
United States concern. The ad 
appeared in the New York Post, 
the Jewish Daily Forward and the 
Jewish Morning Journal and 
News. 

“Apparently some _ customers 
and retailers have been confused 
by the ‘Limited’ in our title and 
the English blend copy on pack- 
ages of Philip Morris,” an execu- 
tive explained. 


Chairman ‘Satisfied’ 


The ad included a letter from 
Johan J. Smertenko, acting chair- 
man of the Sons of Liberty boy- 
cott committee, which said it had 
“investigated the ownership of the 
firm and was satisfied that it is an 
American corporation ... and has 
been since Feb. 21, 1919.” 

The same issue of the Post in- 
cluded a spread placed by the 
committee, urging merchants to 
take British goods off their shelves 
and asking consumers to boycott 
British films, airlines, Scotch 
whisky, firms, ships, textiles and 
stores selling English products. 

Philip Morris executives said 
the ban had not affected their 
sales, which are on the increase. 
There have been, however, re- 
ports of a few instances of diffi- 
culty with retailers who were re- 
luctant to stock what they thought 
was a British product. 

The company does not plan to 
repeat the announcements, which 
it considers ‘defensive advertis- 
ing.” Most Philip Morris radio 
shows reiterate regularly that 
“Philip Morris cigarets are made 
in America by Americans to suit 
American taste.” 

The Sons of Liberty boycott 
committee is planning an adver- 
tising drive aimed at making the 
ban on British goods stick. News- 
paper copy and radio spots—cov- 
erage dependent upon the amount 
of money raised—will be used. 

Mr. Smertenko said other chap- 
ters of the committee will be or- 
ganized throughout the United 
States. The West and Midwest 
probably will be covered next. 


Mailers Union Signs 


Barrett, station 
relations man-| 
ager of the Du-) 
Mont Television 
Network, vice- 
president; Emer- 
son Yorke, presi- 
dent of his own 
film studios, secretary, and Arch 
Braunfeld, partner of Braunfeld 
& Simmons, accountants, treasurer. 


Mutual's FM Policy 
Is Wide Open: Kobak 


Mutual stations have complete 
freedom to duplicate any or all 
of the network programs on their 
FM stations as they see fit, Edgar 
Kobak, MBS president, has an- 
nounced. 

“Mutual does not believe there 
is any necessity for forcing its 
affiliates with AM _ stations to 
carry every commercial AM show 
or none at all,” he said. “In some 


Charles Durban 


with NY Newspapers 


The Mailers Union No. 6 of 
the International Typographical 
|Union, AFL, and 13 major news- 
| papers in New York City signed a 
|two-year contract last week which 
| went into effect June 1. The con- 
|tract provides a $7.25 weekly pay 
| boost, three weeks’ vacation in- 
|stead of two, and other benefits 
|for 600 mail room employes and is 
| subject to reopening as to wages 
'a year from now. 

The contract also sets a 40-hour 
week and a 37-hour week for night 
workers. 


Donnelley Moves 
The San Francisco offices of 


/Reuben H. Donnelley Corporation 


have been moved to larger quar- 
ters in the Balboa building, 593 
Market St. Floyd Stanislaus has 
joined the company as an account 
executive. 


instances I am sure that any such 
restriction would work a hardship | 


rts /upon the affiliates, particularly if|New York, has 
Skyways, has joined the New York | their FM facilities are operating | Advertising, New York, to handle 


on a limited schedule.” 


United Brush to Reiss 


United Brush Manufactories, 
appointed Reiss 


its advertising. 
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RETAIL BUYERS NEED AND WANT... well-planned 


merchandising guidance on which to formulate sound, mature decisions. 
They want the authoritative information on trends, promotions, adver- 
tising sales training, resources and merchandising ideas. 


WE GIVE BUYERS THAT “KNOW-HOW” For the buyer 


the Haire specialized monthly publication analyzes what's happened, 
forecasts what's likely to happen—a well-planned and complete working 
plan—separates the wheat from the chaff—and provides him with his 
own “text-book”. ..a book from cover to cover exclusively devoted to his 
particular field. 


WE GIVE ADVERTISERS A PRE-SOLD AUDIENCE 


For the advertiser the specialized Haire monthly publication provides an 
attractive package... printed on coated paper for better, clearer, more- 
detailed reproduction of his product with color and bleed for extra 
dominance. But more than that, it provides the advertiser with a concen- 
trated, interested, pre-sold audience of buyer-readers for his product. 


Haire Merchandising Publications offer maximum value for your 
advertising dollar with no waste circulation. 


Write for full information on the Specialized Haire Publication of your field. 


THE POWER OF ALL FOR THE STRENGTH OF EACH 


THE 


HAIRE PUBLISHING COMPANY ¢ 1170 BROADWAY, NEW YORK 1 - BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA - LONDON 


MERCHANDISING PUBLICATIONS | 


Information headquarters for Major Merchandising Markets 


D 
vol, 
j 
horse? 
| ee Pe, “Old 
Se sh eports 
Fath 
rated 
ather 
kne 
‘Bok 
F lating 
imbe 


